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new film? 


now what? 


“@ professional distribution 
makes a professionally 
produced film a successful 
film. For distribution by © 
pros, consult Modern... 
even before the answer 
print is delivered. 


Modern ‘Talking Picture Service, Inc. 


SALES OFFICES 3 East 54th Street, New York 22 / Prudential Plaza, Chicago 1 


210 Grant Street, Pittsburgh 19 / 612 S. Flower Street, Los Angeles 17 / 19818 Mack Avenue, Detroit 36 
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Clawdius is our studio cat—we love Clawdius 
because he’s a symbol. He watches. Mostly he 
watches an occasional mouse, leftovers from 
the night watchman’s lunch, and the beautiful 
girls we frequently cast in our pictures. 


But watchfulness is something he shares with 
the rest of our employees. Our account men, 
for example, watch our clients and feel a keen 
responsibility for the quality of the product we 
turn out. Our writers watch their typewriters 
and our artists watch their drawing boards— 
all with the same intent, to see that what comes 
out on paper is what the client wants and 
needs. Our production people watch the sets, 
cameras, work prints, music, sound and the 
sound effects for the same reasons. 


But there’s a difference. Clawdius may miss an 
occasional mouse, overlook a bread crumb, or 
doze while a beautiful girl walks past, and 
nobody criticizes. 


Our human personnel, on the other hand, must 
keep their eyes open at all times. Why? Because 
our clients have the stimulating habit of watch- 
ing us. We don’t like to be caught napping. 
How would you like to watch us watching a 
production for you take shape? We’d love to 
watch you watching us. 


And Clawdius could do what he pleases. He’s due 
for his pension next month anyway. 
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“TURNING 
A DEAF EAR 
TO SALES 
RESISTANCE” 


Color Sound Slidefilm 


How to keep right on selling until 
the sale is made, is the theme of 
this powerful color sound slidefilm: 
“Turning a Deaf Ear to Sales Resis- 
tance.” 


It shows why prospects build a wall 
against sales presentations; how the 
trained salesman can condition him- 
self against it. 


Hard-hitting, Idea-ful 


This film speeds your training of new 
men; inspires the more experienced 
man to higher goals. It packs in 15 
experience-rich minutes what cannot 
be told so forcefully in an hour or 
more. Part of a sales development 
program that guarantees maximum 
results! 


One in a dramatic 
slidefilm series of six: 


"Selling Is 
Mental” 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 
A Division of Rocket Pictures, Inc. 
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Everything you need to 
complete your film—from 
Studio to laboratory services 
is here in one, convenient 
location... 


studio services: 
Editorial 

Creative Editing 
Dialogue Cutting 

Music Cutting 
Conforming 

Preparation of A&B Rolls 
Hot Splicing 

Syncing 

Cutting Room Rental 


Art and Animation 
Storyboards 

Graphic Art 

Cartoons 

Hand-lettered Titles 
Hot Press Titles 


Title and Animation 
Photography 


Music 
Optical Film, 35mm 


Magnetic Film, 35, 17!4 & 


16mm, !4-inch Tape 
Disc, 3314 & 78 
Sound Effects 


Sound Recording 
Location Recording 
Narration 

Music Recording 
Post-dubbing 

Re-recording 

Mixing 

Transfer 

Interlocks 

Facilities Include Optical and 


Magnetic 35, 17!> & 16mm, 
14-inch Sync Tape 


Screening 


16mm Projection 
35mm Projection 
Interlocks 


Write, phone or wire for information and quotations on any and all producer services 


byron / motion pictures 


1226 Wisconsin Ave., N.W., Washington 7, D.C., FEderal 3-4000 / 1220 East Colonial Dr., Orlando, Florida, CHerry 1-4161 


laboratory services: 


Developing Processes 

COLOR: 

Negative EK 16mm 

Positive EK 16mm 

Ektachrome 16mm* 

Kodachrome 16mm* 

Ansco 16mm* 

*Processed by film manufacturers’ 
local plant 

BLACK AND WHITE: 

Spray Picture Negative,. 

16 & 35 mm 
Spray Sound Negative, 

16 & 35mm lg 
Newsreel Negative, 16mm 
Spray Pictuzg Positive, 

16 & 35mm 
Immersion Positive, 16mm 
Reversal, 16mm 


Printing 

COLOR: 
Kodachrome, 16mm 
Ansco, 16mm 

EK Internegative, 16mm 
EK Positive, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 
Optical, 16mm 
Workprint, 16mm 
Masters, 16mm 
Answer Prints, 16mm 
Release Prints, 16mm 


BLACK AND WHITE: 
Dupe Negative, 16 & 35mm 
Master Positive, 16 & 35mm 
Reversal, 16mm 
Reduction, 16mm 
Blow-ups, 35mm 

Optical, 16mm 

Track Prints, 16 & 35mm 
Work Prints, 16 & 35mm 
Answer Prints, 16 & 35mm 
Release Prints, 16 & 35mm 
TV Spots, 16 & 35mm 


Miscellaneous 

Edgenumbering 

Print Cleaning 

Peerless Treatment 

Striping 


Cans 
Shipping Cases 
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STORY 
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Picture on 
Solorbrite 
Screen was not 
retouched or 
stripped in. 


TRI6SS (illustrated) $398 LIST 
1655-C (without sound) $225 LIST 


continuous high-fidelity 
sound, synchronized with 
oo JT ‘round-the-clock slide projection. The versa- 
tility of this new unit is astonishing . . . check 

these 6 ways Pictur-Vision can be used: 


1—Snap on the sealed Cousino Tape Repeater for 
a continuous, day-in, day-out commentary. This 
is synchronized with 16 radiant slides changing 
at 9 second intervals. 


2—An impulse on the tape automatically changes 
slides at any interval desired. 


3—Remote push-button control changes the slides 
to keep pace with your commentary. Microphone 
hook-up amplifies voice to any volume with no 
distortion or hum. Ideal for sales training courses. 


4—Telephone hook-up relays your message through 
up to 20 phone sets. Slides and message syn- 
chronized, operates continuously. 


s—High-fidelity musical background repeats every 
20 minutes while 16 slides automatically change 
every 9 seconds. 


6—As a straight projection cabinet, with 16-inch 
Solorbrite screen. 


500-HOUR WORRY-FREE PROJECTION LAMP 
Even in full daylight, the 750-watt lamp projects a full, radiant 
image on the large 16-inch screen. Magnetic 6 x 9-inch 
speaker gives clean, hi-fidelity tone at any volume from a whisper 
to top convention-hall sound. Bleached-mahogany finish cabinet 
of solid plastic Fiberesin will not scratch, burn or water-mark. 


@ 


PICTURE RECORDING COMPANY 
Oconomowoc, Wisconsin 


RIGHT off the NEWSREEL | 


U. 8S. Producers Win T.V. Awards at Ad Film Festival 


MERICAN FILM PRODUCTION 

for television won top honors 
at the Seventh Annual International 
Advertising Film Festival, held in 
Venice, Italy, June 13-17. Having 
focused attention in the past on 
theater-screen ads, in which Euro- 
pean entrants have scored heavily, 
the Film Festival this year (for the 
second time) included America’s 
forte, television commercials, as a 
separate category, and a U. S. pro- 
duction walked off with the Grand 
Prix. 

This top award, plus the Venice 
Cup and twenty other awards for 
television commercials were pre- 
sented to American entries. 


Grand Prix to Alexander 


Aspen Chevrolet, produced for 
Corvair by Alexander Film Com- 
pany of Colorado Springs, Colo- 
rado, was awarded the Grand Prix. 
This was Alexander’s first year of 
entry in the Festival. Alexander 
also won a Best of Category award 
for its two-minute Dodge auto 
commercial. 

The Venice Cup, presented to a 
producer for excellence in televi- 
sion advertising films, went to an 
American firm—Playhouse Pic- 
tures Limited, Hollywood, Califor- 
nia. Other awards to U. S. entries 
included four prizes for first-in- 
category, two second place prizes, 
and fourteen Diplomas of special 
commendation. 


Other U.S. Video Awards 


First and second prizes for live 
action films from 15 to 45 seconds 
went to Farkas Films for their 
Utica Club Beer’s Hamlet and 
Speeding Ticket commercials, pro- 
duced for Doyle Dane Bernbach 
agency. Another first prize, for 
live action over 45 seconds, went 
to Alexander Film Co. for Men 
and The Car, produced for Dodge 
Division, Chrysler Corp. Warner 
Brothers’ Buick Prestige for the 
McCann-Erickson agency took 
second place in this category. 

Robert Lawrence was also a 
winner for a cartoon of over 45 
seconds with Decaf Instant Cof- 
fee’s Calypso, also for McCann- 
Erickson. 

U. S. entrants were awarded 
fourteen Diplomas of special com- 
mendation for television films. 
Two Diplomas went to Robert 
Lawrence Productions for Chevro- 
let Cowboy and Coca-Cola Box. 
Playhouse Pictures also earned two 


Diplomas for Show Biz and Pea- 
nuts and Piano. 

Van Praag Productions and 
Transfilm-Caravel Inc. each won a 
commendation for a television en- 
try. Advertising agencies winning 
commendations were Ogilvy, Ben- 
son and Mather for Maxwell 
House’s Eastern Percolator. Also 
one apiece for Colman, Prentis and 
Varley; McCann-Erickson, and J. 
Walter Thompson Co. 


Europe’s Screen Ads Best 


Awards in the ten categories of 
theater screen advertising were 
dominated by entrants from over- 
seas, where this advertising medi- 
um is widely used. Winner of the 
Grand Prix du Cinema was Light, 
a Philips A/S commercial entered 
by Gutenberghus Reklame Film. 
The Venice Cup Award for Cine- 
ma, presented to a producer for 
excellence in theater advertising 
films, went to N. V. Joop Geesink’s 
Film Productions “Dollywood,” 
Holland. 

France claimed eight out of 
twenty awards in the Cinema cate- 
gories, including four first prizes. 
Great Britain ranked next with 
four out of twenty, including two 
“firsts.” Runners-up for first place 
awards were Holland, Spain, 
Israel, and Italy with one apiece; 
two second place awards were won 
by West Germany, and one apiece 
went to Holland and Finland. 

Accepting the Grand Prix award 
in behalf of Alexander Film Com- 
pany were James Proud of the 
Advertising Federation of America 
and Martha David of the Theatre- 
screen Advertising Bureau. The 
prize-winning Corvair film, di- 
rected by Robert Woodburn, pre- 
viously won the gold medal in 
competition at the Art Directors 
Club of Detroit. m 


* * * 


SMPTE Awarded Contract to 
Review A/V Equipment Needs 
yy The Society of Motion Picture 
and Television Engineers has been 
awarded a two-year, $24,000 con- 
tract by the United States Office 
of Education to plan and conduct 
an audio visual-education confer- 
ence. 

In accordance with the National 
Defense Education Act of 1958, 
the conference will be devoted to 
the evaluation of the adequacy and 
suitability of presently available 
(CONTINUED ON PAGE 14) 
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BETTER FILMS 


John Sutherland Productions, Incorporated 


NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California DUnkirk 85121 New York 22, New York PLaza 5-1875 


LOS ANGELES 
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Sak. 


the only 
auditorium-size 
pushbutton 
projector 


Powerful enough for any size audi- 
ence yet compact and portable. Ac- 
commodates 35mm single frame 
filmstrip and 2 x 2 slides. Cooling 
—turbine and fan for 1200 watt 
lamp capacity. “Redi-Wind” elimin- 


. ates film rewinding. Completely 
ei * 2 automatic when combined with 
: DuKane’s auditorium sound unit. 
: Coated optics. Accessories: lenses 
i 1” to11”; microphone. Only $259.50 


For a demonstration write 


DwKawne corporation 
Dept. BS60 St. Charles, til. 


Senator Jacob K. Javits (Rep. N. Y.) says: 


Films Can Help Expand America’s Trade 


A U. 8S. Business Film Advisory Board on Overseas Markets 
Proposed by Senator Javits to Encourage World Trade Films 


ODAY, one of the swiftest channels of 

communication the U. S. has with the 

more than one billion people of the free 
world living in less developed areas is the 
motion picture. 

The average family in the less developed 
areas often cannot afford the price of ad- 
mission to the entertainment motion picture 
theater as we know it, even if one were ac- 
cessible, which is very rarely the case. Each 
USIA documentary, originally produced for 
the government or for a United States business 
or group, distributed in 40 different languages 
and dialects, has a potential audience of 150 
million who never see a Hollywood film. 

Audience of 350 Million for Films 


On President Eisenhower's recent visit to 
the Far East, he was a familiar guest to 
million of Asians who “saw” the President 
close-up in films made during his peace mis- 
sion to Asia last year. They were part of the 
enormous audience (expected to reach 350 
million) who had seen the special film report 
of that historic trip released by the United 
States Information Agency. 

To this audience, who see such films free 
of charge, the screen takes the place of news- 
papers, radio and television in areas where 
the people are struggling to educate themselves 
to the responsibilities of a free society and 
national independence. 

This is a fast-growing audience; is is hungry 
to learn how to raise its living standards, often 
unsophisticated about the implications that an 
intensified “cold war” holds for them, curious 
about the wealth and power possessed by the 
United States, and about the speed-up indus- 
trialization of the U.S.S.R., and the political 
systems of both. 


These Are the Senator’s Proposals 


This film audience is one with which we 
must maintain firm contacts and to do so, 
I urge that: 

1) full public support be given to prevent 
the USIA budget from being seriously cut 
back in Congress to the point where its vital 
film program will be impaired; and 

2) that a U. S. Business-Film Industry 
Advisory Board on Overseas Markets be estab- 
lished to encourage the production of films for 
distribution to foreign audiences, particularly in 
the less developed areas. 

Today the USIA has a catalog of about 
1,100 films, and plans to spend $6.7 million, 
if its budget is not slashed this month, hiring 
independent firms to produce another 20 films 
in 1961 and to distribute them. It would like 
to double its output and could with another 
$2 million to $3 million. Part of its present 
catalog is composed of films originally made 
for U. S. companies. About 200 of the 8,000 
films made for our private (business) concerns 


annually are screened by the USIA, and about 
15 are selected to be shown in several lan- 
guages. Many others are chosen for screening 
abroad in their original English version. 

The USIA believes that films produced by 
U. S. companies with their enormous technical 
competence, imagination, entertainment value, 
and pure “know how” maintain a very large 
lead over the Communist documentary films 
from Russia. This is believed to be true despite 


“Training films will be needed 
to develop skills” —Senator Javits. 


the fact that the USIA estimates that Russia 
has a much bigger film budget than the USIA 
does. So far, the Communists simply have not 
been able to compete with us in quality nor 
in channels of distribution for the finished 
product. The USIA reaches the enormous 
audience outside the major cities in Africa, 
Asia and Latin America with its 300 mobile 
units and its 7,000 projectors. 


Can Help Maintain Lead Over Reds 


This lead over the Communists can be main- 
tained and even increased if a U. S. Business- 
Film Industry Advisory Board for Overseas 
Markets is founded. There is presently legis- 
lation in the Congress with a good chance of 
enactment at this session which would en- 
courage U. S. concerns through favorable tax 
treatment to establish Foreign Business Cor- 
porations in underdeveloped areas. 

This means that training films will be needed 
to help develop the potential of unskilled 
manpower, informational movies to help ex- 
plain the goals of new companies and how 
they will fit into a country’s economy, and 
other cultural, sociological and historical docu- 
mentaries to help educate the locality as well 
as the plant employees in the workings of the 
private enterprise system, its advantages and 
its responsibilities, and common objectives 
shared by such companies and the countries in 
which they operate. 

Through the USIA and ICA sponsored films, 
the government has pioneered the role that 
(CONCLUDED ON FOLLOWING PAGE EIGHT) 
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Complete Processing Facilities 
For All Your Film Require- 
ments . . . Color and Black 
and White 


ASSOCIATED 
SCREEN | 
INDUSTRIES, LTE MONTREAL 


DU ART FILM LABORATORIES, INC. 
TRI ART COLOR CORP. 


TRI 
ART \ CORPORATION 
co L O uo \ (4 subsidiary of Du Art Film Labs., Inc.) 
245 West 55th St., New York 19, N. Y. « PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canada 
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Jet Power 
for '60 


During 1960, Lake Central Air- 
lines will begin serving many 
cities with GM Powered Prop- 
Jet Convairs. 

@ 350 mph cruising speed 

@ fully pressurized 

@ completely air-conditioned 
@ radar equipped 

@ 52 passenger capacity 
Watch for Lake Central Prop- 


Jet service in the Great Lakes 
and Ohio River Valley areas. 


LAKE CENTRAL AIRLINES 


FILM ADVISORY BOARD PROPOSED: 
(CONTINUED FROM PRECEDING PAGE SIX) 
the motion picture can play in helping to inform 
and train the societies of newly developing 
areas. 

The USIA’s current series of film docu- 
mentaries called Africa Today stressing the 
common ties and problems shared by both 
Africa and the United States has had enor- 
mously beneficial impact if only for this reason 
—the USIA arranges that its films be shown 
before integrated audiences everywhere on the 
continent including the Union of South Africa. 

A small investment by U. S. business and 
industry in building up a special catalog of 
1,000 new films to be shown in the same less 
developed countries, where today each film has 
a potential audience of 150 million, would be 
a major contribution to developing and main- 
taining the goodwill and the mutual respect 
which exist between us and the nearly one 
billion people living in these nations. ag 

* * * 

Technical Revolution in Photo Processing a 
Key Theme at Photo Scientists’ Symposium 
vy A technical revolution in photographic rapid 
processing of great value in space technology 
and other scientific and military applications 
will be reported in a series of papers at a 
symposium of the Society of Photographic 
Scientists & Engineers in Washington, D. C., 
October 14-15, 1960, according to Dwin R. 
Craig, Chairman. 

The meeting will have as a major goal the 


exchange of information on “short access time, 
compact, simplified photographic processing 
equipment.” Primary interest will be in special 
techniques associated with development and 
design, specialized photographic chemistry, and 
specific uses of processing in industry and the 
military. 


* * * 


Visual Media, Industry Leaders Take Active 


Roles at Democratic, Republican Conventions 


vw Personalities active in the film industry and 
the medium itself are playing key roles in both 
Democratic and Republican campaigns. At Los 
Angeles last month, platform architect Chester 
Bowles used motion picture flashbacks of his- 
toric moments in past Democratic administra- 
tions. A key figure in nominations was EB 
Films’ advisory chairman, Adlai Stevenson. 

At the Republican convention in Chicago, 
a $25,000 visual production illustrated party 
goals, utilizing motion pictures, charts, car- 
toons and other visual aids on two 24 x 32-foot 
screens which flanked the rostrum at the Inter- 
national Amphitheatre. Platform Chairman 
Charles H. Percy, president of Bell & Howell, 
narrated the presentation with Rep. Melvin 
Laird of Wisconsin sharing the honors. 

Governors Orville Freeman of Minnesota 
and Robert Meyner of New Jersey, both of 
whom have expressed their enthusiasm for the 
informational film in talks to the Industrial 
Audio-Visual Association, were also promi- 
nent in Democratic convention affairs at Los 
Angeles. 
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You'll find CHARLES ROSS! 


There’s a lot that goes on behind the scenes 
that never shows on the screen . . . important 
things, that require the very best in equip- 
ment. That’s why producers who ‘“‘get things 
done” call Charles Ross. . . They choose from 
one of the largest inventories of lighting and 
grip equipment in the east — anything from a 
sleek, powerful DC Generator Truck to a Baby 
Spot. There’s service too! The kind of service 
that, within minutes after your order is 
received, has the equipment on its way to your 
location. You'll find it’s great doing business 
with Charles Ross. 
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R E ~ TA LS SALES SERVICE 


ae Send for a schedule of rental rates. 


1600, 1000, 700. 300. 200 Amp. 0.C. 
100. 50. 30. 20 Amp. A.C. 


Lighting the Motion Picture Industry Since 1921 


inc. 333 West S2nd Street, New York City, Circle 6-5470 
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HIS “reporter-at-large” has one major 
assignment of importance to all of us 


tity print runs on a safe, sure-quality basis, 
industry may consider them. Magnetic sound- 


concerned with the technical aspects of UL m 4 InE on-film duplicates require that pictures be proc- 
hi showing business, television and general infor- go $ essed through customary lab methods: several 
y mational films. To wit: the preparation of an R Ht JE LTt {} demonstration prints for these new 8mm sound 
authoritative, accurate BUSINESS SCREEN man- projectors are being made on 16mm _ width 
he ual for the guidance of users of magnetic sound- stocks, pre-striped, and slit into two 8mm 
‘ on-film projection. pieces after processing. 
i Magnetic sound is “at hand” in your office by Evre Branch* That’s standard on the “double-8” color orig- 


or home tape recorder; it’s been around for 
several years in the now-perfected 16mm sound 
“optical-magnetic” motion picture projectors. 
It’s also supplying top-quality sound for the 
production of films. Professional magnetic 
sound recording equipment is now “standard” 
in studios around the world, supplementing op- 
tical sound systems. 

But today’s news has been made with the 
advent of 8mm magnetic sound motion picture 
projectors. For some time now, we've had 
Tandberg’s “Elite” and years before there was 
the “Continental” made out in Kansas City. 
The Italians have offered the 8mm “Cirse” and 
there will be more. 

In fact, there are more: Eastman Kodak has 
entered the field with its excellent “Kodak 8” 
magnetic sound projector; Fairchild Camera is 
promoting an 8mm sound camera and 8mm 
magnetic sound projector. The “Kodak 8” 
weighs approximately 30 Ibs. and costs 
$345.00; Fairchild’s projector weighs 24 Ibs. 
and sells for $259.00. The Fairchild Cinephonic 
camera costs $249.00. 

Obviously, 8mm sound projection won't do 


PARTHENON 
PICTURES 


HOLLYWOOD 


Announces... 


what 16mm sound equipment can do in terms 
of audience capacity, brilliance of color film 
projection. 8mm can’t compete with average 
room lighting conditions that even 16mm _ has 
difficulty coping with. It wasn’t intended to. 
It will find its own level, its own kind of spe- 
cialized uses. And that is an imaginative field 
to explore with potentialities worth thinking 
about. 

When the manufacturer’s production lines of 
brand-new models in a new field are thoroughly 
field-tested, for example, they can then be 
safely considered by industrial prospects. When 
the nation’s highly capable film laboratories 
find out how to handle industry’s kind of quan- 


*Mr. Branch recently retired after 40 years of service 
with the Standard Oil Company (New Jersey). Though 
much of this time was spent in Latin America, for the 
past 13 years he was actively engaged in audio-visual ac- 
tivities of the Company in the Advertising Section of 
Marketing Coordination. As a member of the Audio-Visual 
Information Committee, Association of National Advertisers, 
he began preparation of a manual on magnetic sound-on- 
film which is now being matured for fall publication by 
Business Screen. He is also the author of the ANA report 
on “Import and Export of Business Films” and was one 
of the original members of the Committee on International 
Non-Theatrical Events (CINE). He is now on roving assign- 
ment for this publication, largely in the field of technical 
data and projection equipment. 


inal material sold for the Fairchild pair and the 
$7.50 Fairchild package consists of a 50-foot 
rol! of film that provides 100 feet of 8mm 
sound and picture (five minutes of screen 
time). Prints for the Kodak “Sound 8” were 
made the same way, but on Kodak color stock. 
Quantity runs of the sound track were made by 
synchronizing four sound heads of this same 
“Kodak 8” equipment and duplicating the 
sound track four-up. 

There’s lab talk about utilizing 35mm width 
stock for four-up print runs of 8mm and no 
reason why six or eight sound heads can’t be 
linked up to duplicate the magnetic tracks with 
greater speed. But we're ahead of the game. 
There were only two print processing stations 
mentioned by the Fairchild people for their 
material; but a good many sizable, experi- 
enced laboratories are going to be thinking, 
building and experimenting. Now only a very 
few are set up at present to move this new 
dimension into the field in terms of quantity 
prints. 

And there’s time, of course. For 8mm mag- 
netic sound prints won't be a problem to any- 
(CONTINUED ON PAGE TWELVE) 


A REALLY NEW APPROACH 
THE PRODUCTION OF 


LIVE INDUSTRIAL SHOWS 


NOW IN PRODUCTION 
for 


General Motors Corporation 
THE 1961 CADILLAC NEW CAR 
DEALER PRESENTATION 


‘“‘MEMBER OF THE FAMILY”’ 


combining... 


HOLLYWOOD'S FRESH CREATIVE 
CAPABILITIES, ENTHUSIASTIC TALENTS 
AND TECHNICAL SKILLS 


A SOLID “TRACK RECORD” FOR 
PRESENTING FORTHRIGHT MERCHANDISING 
IN TERMS OF BRIGHT ENTERTAINMENT .. . 


A live, three-act musical comedy, 
which will ‘“‘build’’ in Hollywood 
oe and tour ten cities across the 
nation beginning August 14th. 


COMPLETE sHow PRESENTATION AND TOUR 
MANAGEMENT AT SENSIBLE AND 
REALISTIC BUDGETs. 


“ah iF ‘You ARE CONTEMPLATING AN INDUSTRIAL SHOW, OR WOULD LIKE FURTHER INFORMATION — WRITE OR CALL 
= oe CHARLES a R SHIRLEY HARTMAN, PARTHENON PICTURES INDUSTRIAL SHOW DIVISION 
'RAndolph 6-2919 625 TEMPLE STREET, HOLLYWOOD 26 - DUnkirk 5-3911 DETROIT - WOodward 3-4888 
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North, South, East or West...No matter where 
you are, what type of film you produce, how 
large or how small your order, General’s famous 
service...fast, safe and efficient...is yours: 


GENERAL 


FILM LABORATORIES 
1546 Argyle, Hollywood 28, Calif. / HOllywood 2-6171 - central division / 106 W. 14th St., Kansas City 5, Mo. / GRand 1-0044 
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fr STUDIO 
16MM 


closed circuit 


4 TV cameras 


7 


TRIPOD 
$105 


@ ELEVATOR COLUMN with worm gear 
drive for fast, accurate positioning. 
@ STILL CAMERA and FRICTION 
Pan Heads interchangeable. 
@ LO-HI UNIT 
works right down to the floor. 
COLUMN EXTENSION for emergency 
extra-high shots. 
TRIPOD DOLLY 
for full maneuverability. 


FREE BROCHURE 


FREE BROCHURE on SAM- 
SON TRIPOD and acces- 
sories with descriptions, 
prices and illustrations. 


WRITE TO: 


UICK-SET«. 


8133 N. Central Park * Skokie, Ill. 


| SEND FREE BROCHURE on SAMSON TRIPOD and 
| accessories with descriptions, prices and illu- | 
strations 


Name Title. 


Firm Name 
| Street No._ 
| 


PICTURE IN PROJECTION: 


(CONTINUED FROM PAGE TEN ) 


one until enough people own this new equip- 
ment. 

The Tandberg people, for instance, noted 80 
individual sales in a single recent week and 
are supplying their dealers on steady demand 
for this well-established 8mm sound import. 

The key word in 8mm sound is not exactly 
portability of the equipment itself. Today's 
16mm Movie-Mite weighs only 28! Ibs.; the 
Graflex Super-Stylist is 2954 lbs.; the Technical 
Service Teclite totals 32 Ibs. Both 16 and 8mm 
sound equipment is well over the long hoped- 
for 20 lb. maximum we're looking toward. 

But the mailability of an 8mm sound print is 
something else again and the print cost of even 
small runs of 25 to 50 prints per subject will 
bring present-day laboratory estimates to some 
25 to 30% under optical 16mm sound print 
costs, despite the early phase of maximum four- 
up track duplication. 

Colburn Lab Set Up for 8mm Sound 

We recently had the privilege of visiting one 
highly-respected Midwest laboratory that has 
had long-run printing experience in 8mm 
sound. That’s the 25-year old (last month) 
Geo. W. Colburn Laboratory, Inc. in Chicago 
where we enjoyed a thorough demonstration 
by Colburn’s Allen Hilliard in the company of 
our publisher, Ott Coelln. 

Colburn has the four synchronized “Kodak 
8” sound heads turning out track duplicates; 
they had the experience of duplicating prints 
for the extensive 8mm silent point-of-sale pro- 
gram for American Motors’ Kelvinator Divi- 
sion. And they’ve bravely issued a reasonable 
price list for their producer clients on 8mm 
sound work. 

They've also duplicated in 8mm sound some 
basic classroom teaching prints. 

Problems of Early Magnetic Films 


All of which reminded me of that first 16mm 
magnetic sound film I made to serve a regional 
advertising conference in Europe. My assign- 
ment at the Standard Oil Company of New 
Jersey was a presentation to show how our 
Company's motion pictures helped to sell gaso- 
line, by inducing motorists to travel. 

Not too many years ago we were working 
with our first 16mm magnetic projector, an 
unwieldy, heavy piece of equipment with a 
separate “mixer” and a 14” speaker; to all in- 
tents and purposes a portable recording studio. 
But it took two husky people to move it any- 
where. 

We suffered all the pangs of childbirth with 
that first, frankly amateurish, production. Iron 
oxide striping of those days peeled in spots; 
oil on the film caused more trouble. Sequences 
of our “travelogs” we spliced together were 
taken from several original sources resulting in 
striping difficulties. 

Projector Had to Go With the Picture 


But we finally won through and our film, 
titled The Magic Carpet, was shipped to the 
meeting along with the projector—via ship- 
board and rail. Not much portability here, I 


reflected again, as we viewed today’s stream- 
lined 8mm _ beginnings. 

And it is well to recall the report of the 
Association of National Advertisers’ Film 
Committee of that period: “The 16mm mag- 
netic projector was hailed as the ultimate cure- 
all for technical and cost problems of film pro- 
duction, but this attitude was premature. The 
glamorous appeal of this new electro-mechani- 
cal marvel caused some film sponsors to over- 
look the vital creative functions performed by 
the professional producer.” 


8mm Sound Standards Are Real Need 

The film industry had better wait while 8mm 
gets itself completely organized. Standards 
must be fixed. 8mm prints produced for mass 
distribution have to be projected and “played 
back” on many different makes of 8mm _ pro- 
jectors (there are two domestic models and 
seven foreign models now on the market!) 
Even now, there are indications that all the 
manufacturers do not see eye to eye on the 
number of frames which should separate the 
sound impulse and the projected image. One 
domestic manufacturer claims that 56-frame 
separation is the accepted “international stand- 
ard” while another has it set at 52. At least 
two of the several important European models 
have 52 and 56-frame separation, respectively. 
And two others have recording heads at quite 
distinct positions—one of them even ahead of 
the picture gate! 

It is encouraging to note that an ad hoc com- 
mittee, recently appointed by the 16mm and 
8mm Motion Picture Engineering Committee 
of the SMPTE met in Detroit on May 26 to 
recommend acceptable standards for placement 
and width of 8mm magnetic strip, advance 
and recording characteristics. 

We’re Gathering Ideas for Your Use 

That’s our job for the present. We're “field- 
checking” among the manufacturers and labs, 
among hardy enthusiasts who are “experiment- 
ing” with this new medium and we're studying 
potential applications. One far-sighted pro- 
ducer, for example, believes that this phase of 
the film medium may be likened to sponsor's 
use of service manuals, brochures. A good deal 
of money goes into this technical literature. 

Could it be that 8mm sound will replace 
some forms of dealer, consumer printed mat- 
ter? Perhaps, when cost of prints (even in 
black and white) gets down to a few dollars a 
copy in terms of long “press” runs. Perhaps, 
when equipment now available gets its costs 
down, based on quantity assembly. 

Certainly the whole field of audio-visuals 
(CONCLUDED ON PAGE FIFTY-THREE) 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 
CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 
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THE CHOICE OF PROFESSIONALS ALL OVER THE WORLD 


has got it! 


there's 


a 
SYSTEM 


to success 


The Arriflex 16 is a system camera 
because it has been designed from 
its inception to perform as a hand 
camera, studio and sound camera. 


Skillful planning, meticulous crafts- 
manship and superb engineering 
skills have made this versatile mo- 
tion-picture camera and its acces- 
sories the choice of professionals 


all over the world. 


There’s no secret about the Arriflex 
16 “system” for success nor the 
names of the thousands who are 
making profitable use of it. Write 
for literature that details it all. 


ARRIFLEX 


CORPORATION OF AMERICA 


11'S A HAND CAMERA! 


Weighing only 61% Ibs., the com- 
pact Arriflex 16 is a pleasure to 
corry, set-up and operate. And no 
other hand camera has all its pro- 
fessional features! 


* IT’S A STUDIO CAMERA! 


The simple addition of component 
Arri accessories (400 ft. magazine, 
synchronous motor and tripod) 
quickly transtorms the versatile Arri- 
flex 16 into an ideal studio camera, 
Its easy set-up and take-down fea- 
tures makes it o perfect “one man“ 
camera, 


* IT’S A SOUND CAMERA! 


By placing the camera and magazine 
in the Arri 16 Blimp it is a full-fledged 
sound camera with all important 
camera features, like thru-the-lens- 
focusing, operated from the outside. 


For Sale, Rent or Lease through your Franchised A 
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RIGHT OFF THE NEWSREEL: 


(CONTINUED FROM PAGE 4) 
types of audio visual equipment 
and devices in terms of current and 
future educational needs, and to 
the formulation of engineering 
principles that will serve as guide- 
posts in the development of audio- 
visual devices for use in education. 

According to a Society spokes- 
man, “A fresh engineering ap- 
proach to the whole field of edu- 
cational communications media 
and equipment is called for in the 
light of this national emergency. 
Educators and engineers alike have 
recognized a lack heretofore of 
coordination. This study is essen- 
tial in order that the latest ad- 
vances in engineering know-how 
are made available without delay 
to both the designers and the users 
of educational communications 
media and equipment.” 

The Society will bring together 
in the conference a “task force” 
of educators familiar with the 
problems in education, and com- 
petent engineers with the back- 


° ground to evaluate and make sig- 
nificant recommendations in media 

eee and equipment areas. 
SMPTE President Norwood L. 
h Simmons, commenting on the con- 
when 16mm Color Specialists process prints: tract, said, “The Society of 
Motion Picture and _ Television 
: Engineers has long included in its 
Color Reproduction Company has been specializing exclusively in 16mm Color pre nal aaa the guidance of 
Printing for over 21 years. Color Reproduction Company’s entire facilities are de- students and the attainment of 
high standards of education. We 
voted exclusively to 16mm color film. This specialization is the reason Color Re- believe that the undertaking of 


: this study for the office of Edu- 
production Company has earned a reputation for guaranteed quality which is the cation is one of the most important 
Standard of the 16mm Motion Picture Industry. Specialists always do the finest ways in which the Society may 


implement this purpose at this 
work. See what the technical know-how and production skills of 16mm color spe- ine.” vi 


Directing the study will be John 
cialists can do for your 16mm color prints! Send your next 16mm color print order Flory, of Eauman Kodsk Co., 


to Color Reproduction Company! _ Rochester, N. Y., who is a long- 
_ time member of the SMPTE. & 
* * 


Realist, Inc. Moves Office 
Headquarters to New Address 
] 


vy Realist, Inc., manufacturers of 

Realist photographic products, has 

moved its general offices to its new 

administration building in a Mil- 
% 7 waukee, Wis., suburb. 


A spokesman said this is the 
lint. a second part of the company’s ex- 


REPRODUC pansion, having recently moved its 
TRON COMIPAINS? manufacturing facilities to a new 
plant at Berlin, Wis. 

The new structure houses gen- 
7936 Santa Monica Blivd., Hollywood 46, California «ministrative, engincering, 


marketing, purchasing, accounting, 


* and customer service operations. 
Telephone: OLdfield 4-8010 The new mailing address of 
Realist, Inc., is N93 W16288 


Megal Drive, Menomonee Falls, 
Wisconsin. 
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PUBLIC RELATIONS: TRAINING: TECHNICAL: MEDICAL: FARM...and 


Educational pictures (that is, teaching pipes) need not be 
preaching films. When they seem to be, they seem to miss 
the mark. On the other hand, a good many, good. educa- 
tional films turn over the soil, plant the deds, cultivate 
the crop and enable educators to reap a harvest. You can 
bring a lot out of the good earth. You can bring a lot out 
of eager minds. The methods are identical. There is excite- 


ment in learning when it’s learning, and not being taught. 


ANY 


\ 
\ 
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Audio Productions, inc. | 
M CENTER BUILDING + 630 NINTH AVENUE + NEW YORK 36, N. | 
TELEPHONE Plozo 7-076000 | 


Among our clients 


Atomic Energy Commission 
American Bosch Arma Corp. 


American Machine 
& Foundry Co. 


American Telephone 
& Telegraph Co. 


Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Ine. 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


National Board of Fire 
Underwriters 


National Cancer Institute 
National Cotton Council 
Port of New York Authority 
Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 

Union Carbide Corp. 

U. S. Navy 

Western Electric Co. 


Westingliouse Electric Corp. 


—and many, many others 


= 


Frank K. Speidell, President - Herman Roessle, Vice President ~-* P. J. Mooney, Secretary & Treasurer 
Vice-President, Sales: T. H. Westermann 


Producer-Directors: Frank Beckwith 


L. S. Bennetts 


Alexander Gansell 
H. E. Mandell 


Harold R. Lipman 
Erwin Scharf 
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New Kalart/Victor Makes Sound Come 
to Life in 16mm Programs 


Everyone who has used the new Kalart/ 
Victor agrees that its sound quality is un- 
surpassed. Music and voices actually seem 
“live”. The reason? New amplifiers featured 
in Kalart/ Victor projectors are audio-engin- 
eered for greater power and low distortion 
to meet specifications of the finest in high 
fidelity equipment. 

The new Kalart/Victor is equally im- 
pressive on many other counts. It is the 
quietest running 16mm _ sound projector 
ever built. Light output is increased by at 
least 12%. The exclusive door-mounted 
speaker can be left closed on the projector 
while in operation—or detached and placed 
next to the screen. Still picture projection 
is flickerless and five times brighter, thanks 
to special glass heat filters provided as 
standard equipment. And lubrication is re- 
quired only once a year. 

See—and hear—the new Kalart/Victor 
soon. Your authorized Victor dealer will be 
pleased to give you a demonstration. 


world’s most experienced 
manvfacturer of 16mm projectors 


SO VEARS OF 


VICTOR ANIMATOGRAPH CORP. 
Division of Kalart 
Plainville, Connecticut 


Kalart/Victor Model 70-15 with 15-watt 
amplifier and 8” door-mounted speaker. 
Also available, Model 70-25 with 25-watt 
amplifier and choice of door-mounted speak- 
er or separately cased 12” speaker. 


Free booklet, How Industry Profits From 
Sound Film. For your copy, mail coupon to 
Victor Animatograph Corp., Div. of Kalart, 
Plainville, Conn. Dept. 128. 


U.S. House Gives Endorsement 
To 5th High-Speed Congress 
vy The Fifth International Con- 
gress on High Speed Photography 
has won the unanimous endorse- 
ment of the United States House 
of Representatives, concurring in 
a Senate Resolution. The Resolu- 
tion declares that “the democratic 
environment of the free world is 
the best environment for achieve- 
ment in science,” and urges that 
“all interested agencies of the 
Federal Government participate 
actively to the greatest practicable 
extent.” 

The scientific meeting, under the 
sponsorship of the Society of 
Motion Picture and Television 
Engineers, will be held October 
16-22, 1960, at the Sheraton Park 
Hotel in Washington, D.C. 

According to Chairman Max D. 
Beard, the scope of the Fifth Con- 
gress will include a survey of vari- 
ous fields of the sciences now using 
high speed photography as a basic 
tool in research and development 
and an exploration of new applica- 
tions and techniques. 

Schering Appoints Valerio 

Audio-Visual Co-ordinator 

ve Daniel J. Valerio has been ap- 
pointed audio-visual co-ordinator 
for Schering Corporation, pharma- 
ceutical manufacturer, according to 
a recent announcement by Herman 
W. Leitzow, vice president for 
marketing. Valerio will work with 
the audio-visual manager at the 
company’s Union, N.J., plant. 9 


... Since 1920 


The World 


We point with pride to the 
clients we have served, 
including; 


Canadian Broadcasting 
Commission. 


A world-wide organization with 
headquarters in Chicago. 


A leading television company 
in Hollywood. 


Shooting in England, Switzer- 
land, France, Italy. 


Our business is 
motion pictures. 


We know our business. 


537 N. HOWARD ST. 
BALTIMORE 1, MD. 


BUSINESS SCREEN MAGAZINE 


| 
| 
| 
; 
. 
| 
! 
: 
4 


NUMBER 4 


A NEW STANDARD IN 


DUPLICATING QUALITY 


Ansco Color Duplicating Film 
Type 238 is the perfect answer 
for getting maximum quality from 
low contrast reversal originals. 
Equally suited for reduction 
printing, this superb 16mm color 
reversal emulsion provides critical 


VOLUME 


color balance in the richer color 
saturations and the more subtle 
pastels. Try Type 238 today for 
the maximum in reproduction 
quality. Ansco, Binghamton, N.Y., 
A Division of General Aniline & 
Film Corporation. 


Type 238 
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La Helle... 
AUDIO-VISUAL 


at its BEST! 


A new approach to sound-slide 
film projectors—no records—no 
tape threading—simply slide in 
the cartridge and go. Continuous- 
ly and automatically, the story 
you so proudly produced is pre- 
sented as your customers want it 
brilliant pictures—high fidelity 
sound. 
Now unleash bold new ideas for 
punch and drama, supported by 
sound effects for fresh, wide- 
awake interest. Silent signal com- 
mands a new picture to appear 
in perfect synchronization 
to the sound. 


La Belle “Tutor” 
with tape cartridge 
(also available in reel type tape) 


See and hear a La Belle “Tutor” 
... a convincing salesman of itself 
that can be an enthusiastic sales- 
man for your work ... and your 
client’s best salesman! 


La Belle Maestro makes more and 
more friends because nowhere 
can you see and hear a finer slide- 
sound projector with sO many ex- 
clusive features—capacities up to 
150 slides—silent signal changes 
slides automatically and instan- 
taneously for “actionized” effects 
without streaking, glare, or 
blanks. Be the master of your 
story——not the servant to limited 
capacity automatics. 


Get the facts on La Belle — ar- 
range for demonstration. 


La Belle Industries, Inc. 


Dept. B 
OCONOMOWOC + WISCONSIN 


VISIT THE LARGEST AUDIO-VISUAL EXHIBIT ON EARTH 


National A-V Convention Opens August 6th 


“Challenge of the Sixties” Keynotes 20th Annual Meeting 


ee IGGER THAN Ever, full of 

mle and crammed 
with the products which will bring 
you tomorrow's profits” is the 
promise for the 20th Annual Na- 
tional Audio-Visual Convention at 
the Morrison Hotel, in Chicago, 
August 6-9, 1960. The conven- 
tion, sponsored by the National 
Audio-Visual Association, Inc., is 
expected to draw an attendance of 
3,000 audio-visual specialists from 
the fields of business, industry, ed- 
ucation, and religion. 

Featured will be the “largest 
A-V Exhibit on Earth,” larger in 
1960 than in any previous year 
with a three-floor spread of more 
than 200 booth spaces for the dis- 
play of audio-visual equipment and 
materials. Displays will feature a 
record number of new products, 
including projectors, recorders, 
language laboratory equipment, 
projection screens, light control 
equipment, educational TV equip- 
ment, and a great variety of mate- 
rials. 


Visualizes A-V Past, Future 

Keynoting the first General Ses- 
sion will be a visual presentation 
entitled “The Challenge of the Six- 
ties,” prepared and presented by 
James W. Hulfish, Jr., NAVA Di- 
rector of Information. The presen- 
tation will cover the development 
of the audio-visual industry to its 
present stature as well as review 
current trends and future pros- 
pects. 

“Meet the Challenge!” is the 
title of an address to be given by 
Dr. Herbert True, nationally fa- 
mous writer, psychologist and lec- 
turer. The address will cover ways 
A-V people may today gird them- 
selves to meet the dramatic changes 
which will take place during this 
new decade. 

A team of experts from the 
Audio-Visual Center of San Jose 
State College, including Dr. Rich- 
ard B. Lewis, Tom Clemens, and 
Jerry Kemp, will demonstrate prac- 
tical uses of A-V products in a 
presentation, “Selling to Industry.” 
This team serves regularly as an 
audio-visual consultant to big busi- 
ness in addition to its duties at the 
A-V Center. These three men 
know A-V theory and they also 
know the feel of projector oil— 
their approach is academic and 
practical. 

“This dynamic trio on a stage 


loaded with A-V equipment will 
present a three-ring demonstration 
of how you can increase A-V sales 
to industries and businesses in your 
market area. This presentation 
alone would be worth your Con- 
vention trip to Chicago,” said Hul- 
fish. 

For the first time, the 1960 
Convention will feature a special 
screening of outstanding films on 
sales, salesmanship, business man- 
agement and similar subjects of in- 
terest to representatives of industry 
and business. 

Sales Meetings for Dealers 

Once again, manufacturers and 
producers of audio-visual products 
have scheduled sales meetings in 
conjunction with the NAVA Con- 
vention, according to Harvey W. 
Marks, General Convention Chair- 
man. 

“The Convention affords a man- 
ufacturer an excellent opportunity 
to meet with its dealers from 
around the country. The Conven- 
tion is timed to the beginning of 
the Fall budgeting and buying sea- 
son, a good time to launch promo- 
tional programs and introduce new 
lines,” said Marks. 

In addition to the regular meet- 
ings of the NAVA Board of Direc- 
tors and Executive Committee, 
there will be meetings of the NAVA 
Industry and Business Council, 
NAVA Religious Council, NAVA 
Canadian Members, Board of Gov- 
ernors of the National Institute for 
Audio-Visual Selling. 

A-V Organizations to Meet 

Groups from the fields of educa- 
tion, medicine, and industrial train- 
ing are among organizations which 
have announced meetings in con- 
nection with the 1960 NAVA Con- 
vention. They are: A-V Workshop 
for Industrial Training Directors, 
Aug. 8; Illinois Audio-Visual 
Ass'n., Aug. 6; Industrial Audio- 
Visual Ass'n. (Midwestern Re- 
gion), Aug. 8; A-V Conference of 
Medical and Allied Sciences, Aug. 
8; Board of Directors of the De- 
partment of Audio-Visual Instruc- 
tion, National Education Ass’n., 
Aug. 6-7. 

The Audio-Visual Church Serv- 
ice, to be held Sunday morning 
during the Convention, will be con- 
ducted by the Rev. Paul Kiehl of 
Church-Craft Pictures, Inc., St. 
Louis, Mo. This annual inter-faith 
service will again serve the dual 


role of an inspiring religious pro- 
gram and an example of audio- 
visual techniques integrated into a 
religious activity. 

“We have feature-packed the 
1960 Program to offer something 
for everyone in the field, and a 
great deal for most,” said Marks, 
Convention Chairman. “We are 
proud to assure that at the NAVA 
Convention, A-V people will see 
products they have never seen be- 
fore, and will learn things they 
would never have learned other- 
wise.” 


Or at Morrison Headquarters 
Full information concerning the 
Convention and the Exhibit is 
available from the National Audio- 
Visual Association, Fairfax, Va. 
* 


Nat’l Photo Manufacturers 
Elect Simmons as President 

vy The results of the annual elec- 
tion of officers of the National 
Association of Photographic Man- 
ufacturers, Inc., were announced 
by William C. Babbitt, Managing 
Director of the Association. The 
following were named to office: 
President — Fredrick G. Simmon, 
president of Simmon Brothers, Inc.; 
Vice Presidents — Thomas C. 
Dabovich, vice president of Morton 
Chemical Company and William 
E. Davidson, general manager of 
Photo Lamp Department, General 
Electric Company; Treasurer — 
E. S. Lindfors, vice president of 
Bell & Howell Company. 

Clinton H. Harris, president of 
Argus Cameras Division of Syl- 
vania Electric Products, Inc. was 
also elected to the Board of Di- 
rectors. 

ok * * 

Paris to Be Scene of Third 
Biennale Internationale, 1961 
ve Organization plans are shaping 
up for the third Biennale Interna- 
tionale Photo-Cinema-Optique to 
be held April 15-24, 1961, in the 
new Exposition Center at the 
Rond-Point de la Defense, Paris. 

Enlarged and improved pros- 
pecting methods already promise a 
great number of manufacturers 
from around the world to exhibit 
in the third Biennale. The layout 
of the Exposition Center will pro- 
vide for convenient grouping of 
manufacturers and selective place- 
ment by exhibitors. 

Buyers will be able to make 
their choice from an exceptional 
amount of world production in the 
fields of photography, cinema, op- 
tics, and all related industries. 
Transport and hotel accommoda- 
tions will be handled by American 
Express Company. We 
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One of America’s Gr 
ndustrial Film Compan 


"3 
one, 
VENUE NEW YORK 19,N.Y. PLAZA 7-8144 


Only Bell & Howell could solve this 


on-the-go training program for one 


of world’s largest direct sales forces! 


Problem: To train new Field Enterprises representatives in the best way to sell the World Book Encyclopedia. 


Step 1: At thisChicago meeting of 1,400 Field Sales Managers, 
Bell & Howell's Audio-Visual service helped Field manage- 
ment sell the idea of using a special film training program. 


Then, in individual sessions, Bell & Howell worked with 
Field managers to determine the correct sound projectors 
for their needs and set up purchase or rental plans. 


Step 2: In hotel rooms, homes, offices — wherever “on-the-go” 
Field Sales Managers could be contacted—local Bell & Howell 
Audio-Visual Representatives followed up after the delivery of 


the Filmosound Projectors and gave instruction in their use. 
Only Bell & Howell, with the largest nationwide Audio-Visual 
network, has the manpower and coverage for such a job. 


The power of Bell & Howell Audio- ee 
Visual Service can work for you, too. 
Let us show you how. 


Bell & Howell 
7108 McCormick Road, Chicago 45, Illinois 


Gentlemen: Please send me free booklet on the uses of sound 
films, in sales promotion and training. 


NAME 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell 


COMPANY 


ADDRESS 


= ZONE STATE 


SMPTE Continues Test-Film 
Program for Engineers 

vy The valuable motion picture test 
film program formerly handled by 
the Motion Picture Research Coun- 
cil is being transferred to the 
Society of Motion Picture and 
Television Engineers, it was re- 
cently announced by Dr. Norwood 
L. Simmons, president. 

The SMPTE will continue the 
program of service to engineers 
concerned with the production and 
exhibition of motion pictures, and 
scientific equipment and data used 
in this program by the MPRC is 
being made available to the 
SMPTE. 

The additional responsibility is 
an extension of the Society’s own 
test film program which has been 
in existence for many years. This 
work in the establishment of stand- 
ards aids engineers and technicians 
in assuring the optimum perform- 
ance of motion picture and tele- 
vision equipment and their associ- 
ated sound systems. 

There are many types of test 
films and each is designed to fit 
one or more specific engineering 
needs. They provide means of 
isolating and locating trouble when 
a projector or sound system is not 
operating correctly and will indi- 
cate when performance is again 
within specifications. They may 
be used to set performance objec- 
tives in the design of new equip- 
ment and can serve as standard 
tools of inspection during equip- 
ment production. For television, 
these films provide a uniform 
source of monochrome and color 
film signals for lining up the film 
pick-up system and aid in making 
the proper projection and sound 
adjustments. 

Mr. William F. Kelley, associ- 
ated with the MPRC for many 
years, will assist as consultant to 
the Society in connection with the 
technical aspects involved in this 
test film program. a 

* 

Allied Artists Forms New 
Commercial Films’ Division 

yr Allied Artists Pictures Corpora- 
tion of Hollywood and New York 
has just announced the formation 
of a new Informational and Com- 
mercial Films division. At a re- 
cent party held at the Motion 
Picture Association of America, 
Washingtonians were shown 
several motion pictures of this 
type, including Executive Producer 
Jack L. Copeland’s safety award- 
winning film with John Agar, The 
Invisible Man. Allied’s Washing- 
ton representative for the Divi- 
sion is Milton A. Lipsner. a 
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CLETE ROBERTS, World-famous TV News 
Commentator, (at right), interviews Douglas Missile 
Engineer Ted Gordon, while Bill Gibson (extreme 
left) and his assistants, of Douglas Aircraft's 
Production Film Services Department, film the scene 
with their Auricon 16mm Sound-On-Film cameras. 


filzms Progress Reports 
...with AURICON Sound-On-Film 


AURICON SUPER-1200 SOUND-CAMERA FEATURES: During the critical count-down and through the thunderous and fiery launchings of 
; : : the Air Force Thor Missile at Cape Canaveral, every detail of these space technology 
* Posting ne a ome achievements is faithfully recorded with sound and color film. Auricon 16mm 
rs Sneus to film shooting position Cameras, operate by remote control within 200 feet of the searing blast of the 

: rocket engines! 


* Jewel-hard Sapphire Film Gate for frictionless The reliability of Auricon Sound Cameras is a vital factor in providing Air Force 
operation and scratch-free pictures. — a officials and Douglas Top Management with “Quick-Look” Progress Reports of the 
%* Auricon is the Quiet One — no “blimping” is very successful missile firings of the Thor IRBM. In less than 72 hours from 
required. “zero-time” at Cape Canaveral, Florida, the Filmed Progress Report is flown to 
* 1200 ft. film capacity for 33 minutes of California, processed, edited, titled, and made available for viewing and technical 
continuous recording. evaluation. Auricon missile-launching sound films are produced for as little as 
*« Optional Optical or Filmagnetic Sound-On-Film. $200 per film. ..a tiny price for fast, comprehensive, and truly graphic reporting! 
+ =... and many other features! Auricon 16mm “Talking Pictures” may be ideal in your business, for technical 


reporting and sales promotion. Write us about your motion picture sound recording 
requirements. 


or 


* Write for your free copy of this 74-page Auricon Catalog. 


ATRICON 
a product of 
BACH AURICON, Inc. 
6310 Romaine St., Hollywood 38, Calif. 


CINE-VOICE 11  AURICONPRO-GOO AURICONSUPER-1200 
100 ft. Runs 2% min. 1200 ft. Runs 33 min. 
504% up $1871.00 & up $5667.00 & up 


(FORMERLY BERNDOT-BACH. INC.) 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 193) 
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Now You Can Add Animation 
to Your Lowest Budget Films! 


Use the TRIPLEX in vertical position for 
all standard animation techniques. In 
horizontal position for zoom titles, copy 
and product and puppet stages . . . in 
diagonal position, (columns can be locked 
at any angle between horizontal and ver- 
tical) for angular zooms-in on inserts, 
products, etc. For filmstrips, stand can 
be used in all positions. Table can be 
swung away for large artwork copying. 
The TRIPLEX stand complete with cam- 
era, is also available for rental. 
Also available — 
Cartoon Colours, Punched Acetate 
Cells and Animation Supplies. 


New 
POLE SET 


An Easy Way to Hold 
Things Up... Anywhere 
Lights Props 
* Backgrounds « Mikes 
Without Nails or Screws 


3 495 ! per set consisting of: 2—3-piece poles 
7—fittings + 1—110” cross bar 


Adjustable from 842’ to 1212’ 


F & B POLE SET is a featherweight, telescoping aluminum 
column with an expansion spring in the top. Adjust it once 
to your ceiling height with locking collar. Then just spring it 
in and out of place as you please. Rubber pads top and 
bottom protect ceilings and floors .. . can’t be knocked over 
and takes less floor space than a ‘silver dollar. A perfect, 
mobile, lightweight support for lights. Two POLE SETS with 
cross piece and fitting can be used to hold a roll of back- 
ground paper, props, flats, etc. Perfect for location filming. 


POLE SET 1042’ to 15’... $38.95 


3 piece Pole 


Cross Bar 
(110) with 


5 fittings 
$8 50 ea 


Individual Parts: 


Requests. None Too Big. 
Small. Lowest Possible Prices For 


World-Famous Suppliers Of 
Professional Movie Equipment 
Stocking Thousands Of Items 


ony 
The low-priced 


TRIPLE-DUTY 


Animation, Titlestand 


and Product Stage for All Film Makers & Filmstrip Producers 


More New TRIPLEX Purchasers: 
Maxwell Air Force Base, Ala. 
University of Virginia 
University of Kansas 
Nationwide Insurance Co. 
H. D. Rose Co. 
Hercules Powder Co. 

And Many Others 


| 


F & B... FIRST & BEST 


1 The F & B TRIPLEX is only one of thousands ! 


' of items which make up F & ; 
p B's complete 


of professional movie equipment. 4 


MILLER FLUID DRIVE HEAD 


The Miller Head is 
the world’s finest 
precision built hy- 
draulic drive pan 
head, and is de- 
signed for super- 
smooth panning and 
tilting. Can be used 
with any movie cam- 
era. F & B is exclu- 
sive distributor of 
the Miller Fluid 
Heads in the Eastern 
United States. 


Model D (medium duty) . . . . $150.00 
Swivel leveling joint..... 
Pro Head (heavy duty)... 


Replace Worn Leather Moviola Belts With 


NEW F & B 
LIFETIME MOVIOLA BELTS 


Made of Texturized Seamless Neoprene 
Guaranteed to Outlast the Moviola 
No Hooks ® No Staples © Firm Friction Grip 
Fits All Moviolas 
Price . . . only $2.00 


F & B Solicits Your Bid 
.. None Too 


Top Quality And Service 


68 West 45th Street - New York 36, New York * MUrray Hill 2.2928 


HONORS FOR FARM FILM 


Farm Film 
‘60 Award Winner Announced 
vy The Farm Film Foundation’s 
1960 Professional Improvement 
Award was recently awarded to 
Richard G. Turner, Visual Aids 
Technologist at the New York State 
College of Agriculture, Cornell 
University, Ithaca, N.Y. Presenta- 
tion of the Certificate of Award 
and cash prize was made by Mrs. 
Edith Bennett of Washington, 
D.C., Executive Vice President of 
the Foundation, at the annual 
meeting of the American Associa- 
tion of Agricultural College Edi- 
tors held at Oregon State Univer- 
sity, Corvallis, Oregon. 

A graduate in photography of 
the Rochester (N.Y.) Institute of 
Technology, Turner won a Farm 
Film Foundation Honorable Men- 
tion in 1959. His principal pro- 
ductions include: Arranging Flow- 
ers in Your Home, Changing Maple 
Country, and Landscaping for the 
Future. 

Judges for the awards selection 
were: Mr. James Gibson, Director, 
Motion Picture Service, U.S.D.A., 
Chairman; Dr. Landis Bennett, 
North Carolina State University, 
and Mr. Ralph Hoy, Aluminum 
Company of America. IR 


* * 


ABPW Elects Officers, Hears 
Advantages of Music in TV Ads 
vy The May meeting of Agency 
Broadcast Producers Workshop of 
Chicago featured election of 1960- 
61 officers, and speaker Mitch 
Leigh, president and creative spark- 
plug of Music Makers, Inc. He 
told ABPW of the advantages 
of adding music to TV commer- 
cials to achieve “emotional impact 
and sales-getting climate,’ and 
illustrated his discussion with sales- 
winning TV commercials that have 
been improved by music. 

Newly elected officers are Len 
Levy (North Advertising Inc.), 
president; Lincoln Scheurle (J. 
Walter Thompson Co.), vice 
president; Bill Fisher (Henri, 
Hurst & McDonald, Inc.), secre- 
tary, and Jack Leonard (George 
H. Hartman Co.), treasurer. Or- 
ganization founder and outgoing 
president Lee Randon (Henri, 
Hurst & McDonald, Inc.) was 
appointed to complete the five 
member board. 

“We will try to continue bring- 
| ing to agency broadcast producers 
| of Chicago only program content 
_ tailored specifically for them, as 

professionals in this field,” the 
| new ABPW president declared. 
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OUR AMERICAN HERITAGE 
University Film Producers 
to Confer at Williamsburg 


ODERN-DAY PRODUCTION of 
M educational and documentary 
films will be discussed in the back- 
ground of the historic past when 
the 14th Annual University Film 
Producers Association conference 
takes place August 7-13 in the re- 
constructed pre-revolutionary town 
of Colonial Williamsburg, Virginia. 

“Films and the American Heri- 
tage” will be the theme of the con- 
ference for the producers of edu- 
cational and documentary films 
from nationwide colleges and uni- 
versities who will meet at the Col- 
lege of William and Mary, Wil- 
liamsburg. Host for the affair will 
be the Film Production Service of 
the Virginia State Department of 
Education. 


Topics on the Agenda 

Formal sessions of the confer- 
ence will feature films and discus- 
sions centered around topics such 
as the American Heritage from the 
Historian’s Viewpoint, its Reflec- 
tion in Educational Television, and 
Theatrical Films. 

Discussion of production prob- 
lems is also on the agenda, with 
topics such as “Research Respon- 
sibilities of Motion Picture Special- 
ists,” “Simultaneous Multi-[mage 
Presentations,” and “Multi-Cam 
Shooting of Lecture Films.” 

Conference sessions will be al- 
ternated with historical tours, film 
screenings, and a visit to the Na- 
tional Space Agency at Langley 
Field, where pioneer work is being 
done on man’s first venture into 
space, and where the nation’s first 
astronauts, or space men are being 
trained. 


To Speak on Film Problems 

Some of the notable figures who 
will speak on contemporary film 
problems amidst a setting of his- 
toric buildings, colonial costumes, 
and horse-drawn carriages will be 
Hal Kopel, Program Director, Cor- 
onet Instructional Films; Robert 
Hudson, of the National Educa- 
tional Television and Radio Cen- 
ter; James Card, Curator of Mo- 
tion Pictures, Eastman Kodak; O. 
E. Patterson, Head of the Depart- 
ment of Visual Communication, 
University of California, L. A., 
and Herbert Kerkow, President of 
Herbert Kerkow, Inc. 

Representatives of the major 
motion picture equipment compa- 
nies will be on hand to demon- 
strate the latest in movie making 
equipment. 
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1) 35mm Color Negative Developi Biederman, 

_has been serving the film’ Negative Assembly Foreman: 3) Leo Bloomberg. Foreman; 

Bloomberg, ng Foreman; Buckler, 4 

industry for over 40 years as ve Foreman; 6) F. H. Carlin, Positive 
the complete film laboratory 
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Printing Foreman; 9) John Cooper, Vault Department For: ; ——, Se 
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With proper induction and job 
instruction they will be more 
effective, happier employees. This 
means less personnel turnover, 
better work faster, more efficiency 
and increased productivity. 


It’s up to your supervisors. It can 
be accomplished! 


Show your supervisors how with: 


“INDUCTION AND 
JOB INSTRUCTION” 


part of an outstanding sound slide 
i program SUPERVISOR TRAINING 
y: ON HUMAN RELATIONS, which 
includes: 
“THE SUPERVISOR'S JOB” 
x @ “INTERPRETING 


COMPANY POLICIES" 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


“HANDLING 
GRIEVANCES” 


“MAINTAINING 
DISCIPLINE” 


“PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


“PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 


Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 


WASHINGTON FILM COMMENTARY | SPONSOR OPPORTUNITY! 


by Mary 


Fineh Tanham 


Washington Correspondent for Business Screen 


This GE Color Picture Shows 

Job Challenges to Engineers 

vr Optimum Match, or, choosing 
the right job in the right company, 
is the subject of a new film pro- 
duced by the Heavy Military Elec- 
tronics Department of General 
Electric. 

Designed to tie in with GE’s 
overall recruitment program, the 
24-minute color film describes the 
wide variety of challenges for the 
engineer in HMED’s five depart- 
ments: submarine underwater de- 
tection, aero-space retaliation, air 
missile defense, surface and land 
warfare, and global surveillance. 

In order to achieve “optimum 
match,” GE has indicated that the 
film will be shown to an audience 
as small as one man, and that it 
will be screened on continuous 
projectors in nationwide hotels. 

The film was produced by 
HMED’s motion picture depart- 
ment in Syracuse, New York, and 
was partly animated by Technical 
Animation Studios, Inc. of Wash- 
ington D.C. 

* 
Space Agency Names Thompson 
Chief of Technical Information 
vy The National Aeronautics and 
Space Administration has named 
Mr. Shelby Thompson as chief of 
the Office of Technical Info: mation 
and Educational Programs. Byron 
Morgan’s motion picture division 
has been switched to this depart- 
ment in the space agency. 

* 


Filming Triton’s World Trip 

vy The US Navy and industry are 
cooperating on a film about one 
of the most famous naval voyages 
in history. It has just been an- 
nounced that the Electric Boat 
Division of General Dynamics will 


produce a documentary about the 
underwater, world-girdling trip of 
the atomic submarine, TRITON. 


Senator Javits Credits Films’ 

Help in His Military Career 

ve Senator Jacob K. Javits (R.- 
N.Y.) says he virtually owes his 
meteoric advancement in the war- 
time US Army Chemical Corps 
to training films. Pointing with 
great pride to his diploma from 
the Command and General Staff 
School at Ft. Leavenworth, he tells 
this story: 

Prior to his admission in this 
advanced military school for out- 
standing officers, he was required 
to quickly bone up for entrance 


exams on all phases of chemical | 


warfare. For two weeks there- 
after, from 7 a.m. until 7 p.m: he 
locked himself in a_ projection 
room, running straight through 
every motion picture available 
which touched on this area of war- 
fare. 


“It was the only possible way I | 


could have absorbed this know!l- 


edge so quickly and so very , 


thoroughly,” says the Senator, who 
reached the rank of Lt. Col. dur- 


ing World War II and is one of the | 


country’s staunchest enthusiasts 
for training film programs. 
* * * 

Washington Film Council Ends 
Year With Buffet and Screenings 
vey The Washington Film Council 
wound up another successful year, 
under the guidance of Ken Goddard 
of the Chamber of Commerce, 
with a bang-out cocktail buffet 
at the National Housing Center. 
250 people turned out for the party 
where new officers were introduced 
and Fifty Years Before your Eyes 
and The Apartment were screened. 


EAST COAST 


‘MOTION PICTURE PRODUCTION, 


ITORIAL and TECHNICAL SERVICES 


TIVE EDITING AND COMPLETE 
PERSONAL SUPERVISION 


JOSEPH 
Circle 6-2146 


45 West 45th St. 
New York 36 


A Complete Color and Sound 
Motion Picture Available 
for Outright Sale 


An exclusive offering of a unique 29 


minute FISHING FILM, shot in North- 
ern Canada and featuring Speckled 
Trout. This film has not been previously 
shown to the public and is suitable for 
every type of showing—plus TV on a 
free time basis. 


There’s lots of live fishing action, but 
the film features—not the fish—but the 


men who do the fishing . . . their feel- 
ings and pleasure. ... It builds a rare 
mood, an emotional experience that will 
entrance a variety of audiences — 


WOMEN, TOO! 

Your p ial dience is 35,000,000 
fishermen and sportsmen (and their 


wives and children) . . . an audience 
to whom you can convey a happy and 
memorable impression of YOUR 
COMPANY. 


Some small changes are still possible— 
and the PRICE IS VERY MODEST. 
This is a real opportunity to get a BIG 
RETURN in PUBLIC RELATIONS 
for a small investment. The producer 
will also help you work out a promo- 
tional program if you wish. 


For a screening—without obligation— 
write to: 


JOHN E. DRIEMEN 


E-923 lst National Bank Building 
St. Paul 1, Minnesota 
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United Airlines’ Film 
Premieres in Capital: 
Right: at screening, 
(lto r): producers 
Ted Cate; Ed McGlone 
James Pyle, Deputy 
Administrator, Federal 
Aviation Agency; 

Carl Christenson, Asst. 
VP, Flight Operations, 
United Airlines, Denver. 


Jet Transport Pilot Training 
Theme of “Office in the Sky” 
vx United Airline’s new film, Office 
in the Sky, was recently premiered 
for government and military offi- 
cials in the South American Room 
of Washington’s Statler Hotel. Ted 
Cate and Ed McGlone, of Cate & 
McGlone, Hollywood, producers 
of the colorful film which shows 
how jet pilots are trained, attended 
the preview and cocktail party. 
Enthusiastic guests included 
James T. Pyle, Deputy Adminis- 
trator of the Federal Aviation 


L to r: Hon. Whitney Gillilland, 
Chr., Civil Aeronautics Board; Mr. 
Christenson; Robert Ruddick, V.P. 
United Airlines, Washington. 


Agency, the Honorable Whitney 
Gilliland, Chairman of the Civil 
Aeronautics Board, Major General 
Rush B. Lincoln, Jr., Deputy Chief 


of Transportation, United States | 


Army and Carl M. Christenson, 
Assistant Vice President of Flight 
Operations, United Air Lines, 
Denver, Colorado. 


* * 


Lt. Commander Ritchie Heads 

Up Motion Pictures at NPC 

yy Lt. Commander Chesley Ritchie, 
formerly head of the Naval Photo- 
graphic Center’s Productions Divi- 
sion, has been named Head of 
Motion Picture Department at 


* * 


Science Foundation Reports Big 
Audience for “Horizons” Films 
ve The National Science Founda- 
tion estimates that, during the 
coming year, between two and three 
million high school students and 
adults will see the ten films which 
make up the first volume of the 
Horizons of Science series. 

These 20 minute color films, 
produced by the Educational Test- 
ing Service in Princeton, New 
Jersey, with the assistance of ini- 
tial grants from NSF, have been 
designed to “Stir imaginations, 
broaden understanding and stimu- 
late thinking.” 

Three late films in the series 
indicate the scope of subject mat- 
ter: “Thinking” Machines, with 
Claude Shannon of MIT, Alex 


(CONTINUED ON PAGE 56) 


of experience. 


NEW YORK’S FINEST PROJECTION SERVICE 


@ Skilled reliable projection service by a firm with 40 years 


Motion pictures, wide-screen presentations, slide-films, 
opaques, slides. If it is audio or visual we have the most 
modern equipment for the job. Complete commercial sound 


service. Previews arranged in all details. 


Anywhere in the Metropolitan New York Area. 


De Meo Motion Picture Projection Service 


3211 Quentin Road, Brooklyn 34, N. Y. 


ESplanade 5-1227 
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*Ganital Film 


James A Barker| 
President 


... Stay with us. 


e Sound e Editorial 
e Laboratory Services 


Ca 


2 CAPITAL FILM LABORATORIES, INC. 
1905 FAIRVIEW AVENUE, E. 

5 WASHINGTON 2, D. C. 

PHONE LAWRENCE 6-4634 
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Chevy Takes the Theatre to the Audience 


Viewers Take Realistic “Ride” Via Film in a Cinesphere 


New, DRraMaATic method for 
taking a motion picture the- 
atre to the audience instead of hav- 
ing viewers get to the show has 
been introduced by Chevrolet. It’s 
being done with a circular “Cine- 
sphere” theatre that “rides on air.” 
Inflated on the spot at shopping 
centers across the country the new 
Cinesphere combines revolutionary 
techniques in installation with a 
new projection system devised by 
The Jam Handy Organization. 
With this system, the audience is 
“surrounded” by a curved, hemi- 
spheric screen that fills spectators’ 
normal range of vision, horizon- 
tally and vertically. The result is 
a three-dimensional, ultra-realistic 
effect on viewers. 

To house the projection system 
and a grandstand for audiences of 
185 persons for each performance, 
Chevrolet developed its new the- 
atre. 60 feet in diameter by 28 
feet high when inflated, the Cine- 
sphere is packed for easy trans- 
port in a package no larger than a 
life raft. 

The five-minute color motion 
picture currently in use was pro- 
duced by Jam Handy to take 
audiences on a Chevrolet demon- 
stration ride that isn’t easily for- 
gotten. Handrails are provided in 
the grandstand because viewers 
can’t help swaying to the side as 
the car they “ride” on the screen 
swings around sharp curves. This 
feature also gives them a good 
grip, as on the steering wheel, 
when they step on the “brake” for 
sudden stops. 


The picture was filmed in 35mm 
with “widest” of wide-angle, 142- 
degree, lens. Lens has focal length 
of four-tenths of an inch and a 
speed of 2.2. It is also used on 
the projection system. Only one 
projector is needed in the Cine- 
sphere to project the 180-degree 
picture. 

Audiences at major shopping 
plazas are getting the “most thrill- 
ing ride of their lives,” thanks to 
Chevrolet and The Jam Handy 
Organization. 


IAVA Announces Appointments 
To 1960 Advisory Council 

vx In a follow up to the election 
of officers at its 1960 annual meet- 
ing, the Industrial Audio-Visual 
Association has announced the ap- 
pointment of advisory coun- 
cil members. 

Recently named to the coun- 
cil are Membership Chairman 
Lawrence B. Warnock (Link Belt 
Co.); Fall Program Chairman 
Gordon Butler (Dixie Cup); 1961 
Program Chairman Frank B. 
Greenleaf (U.S. Steel Corp.) ; Pub- 
licity Chairman Donald G. Peter- 
son (Caterpiller); Project Chair- 
man Donald S. Steinke (Missiles 
Division of Chrysler Corp. ). 

Also appointed were Technical 
Chairman Roy R. Mumma (U.S. 
Steel Corp.); Historian and IAVA 
Secretary James Craig (General 
Motors Corp. ), and Past Presidents 
Chairman John T. Hawkinson 
(Illinois Central Railroad. ). wy 


This vinyl-coated nylon Cinesphere houses the Chevy show in which 
shopping center customers are taking visual “ride” in car. 
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This Film “Where Were You?” Encourages 


the Citizen to Participate in Politics 


“NETTING AMERICAN VOTERS to 
their polling places come No- 
vember is a matter on which mem- 
bers of both parties are heartily 
agreed. Getting adults, both young 
and old, to take an active interest 
in the operation of our political 
parties goes a step farther. 

That extra step has been taken 
by a new 28-minute motion pic- 
ture, sponsored by the Ford Motor 
Company, and produced by MPO 
Productions, Inc. for nationwide 
showings in the months ahead. 
Where Were You? asks the title 
frame as this picture dramatically 
portrays the story of a typical elec- 
tion and demonstrates how the 
apathy of many enables the few to 
win and dominate politically. 


Premiered in 50 Cities 

This stimulating new black and 
white film began premiere show- 
ings in approximately 50 cities 
throughout the country in mid- 
July. First of the premieres, 
sponsored by Ford community re- 
lations committees, was held in 
Canton, Ohio on July 12. Sub- 
sequent showings were held in 
Boston, Chicago, Cleveland, Cin- 
cinnati, Dallas, Des Moines, Hous- 
ton, Indianapolis and other centers 
last month. 

Produced in conjunction with 
the Ford Effective Citizenship Pro- 
gram conducted by the company’s 
civic and governmental affairs of- 
fice, Where Were You? prints may 
be obtained on free loan by tele- 
vision stations, civic, fraterna , 
church, school and other organiza- 
tions from Ford Motor Company 
film libraries in New York City, 
Oakland, Calif.. and Dearborn, 
Mich. 


The President’s Viewpoint 

Henry Ford Il, Company presi- 
dent, says of the picture: 

“Although we at Ford profess 
no expert knowledge of politics, 
we do have one conviction on the 
subject and that is that everyone 
should take a more active interest 
in political affairs. 

“We know that democracy func- 
tions best when all segments of our 
population, representing all social, 
economic and political persua- 
sions, are actively attempting to 
advance their convictions. There- 
fore, we would like, through this 
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film, to give some assistance to 
those civic and political groups 
which are endeavoring to awaken 
the political conscience of the 
public at large.” 


Famed Judge Is Narrator 

Narrated by Joseph Welch, the 
film describes in detail the “behind 
the scenes” operations of political 
parties, including how they choose 
candidates, nominate through pri- 
maries and campaign for elections. 

The film also reviews the rights 
and advantages accruing to the 
average citizen who participates in 


Joseph Welch narrates this new 
Ford picture, now available on 
free loan to all groups. 


political activities and points up 
the urgency of an enlightened and 
participating electorate in the 
proper functioning of political 
parties. 


This Month’s Cover 


ve Scenes on this month’s front 
cover feature current and outstand- 
ing new productions. Top pictures 
present The Rich Plan Story (page 
38); Horizon North (page 31) and 
Illinois Bell’s Ready Wrestle. 


The bottom row features Chevy's 
remarkable new Cinesphere pres- 
entation (see opposite page); Pan 
American’s Anatomy of a Sales- 
man (page 33); and F & B’s re- 
cent Animation Seminar in New 
York (page 40). me 


* 1960 


Above: “Where Were You" reminds Americans of all political 
persuasions to participate actively in government affairs. 


“The Wisconsin Story” Shows Phone Campaigning 


POPULAR as the 
1960 elections approach is an- 
other 16mm motion picture, titled 
The Wisconsin Story. Exemplify- 
ing labor’s active interest in poli- 
tics, this 20-minute film was pro- 
duced by the Wisconsin State 
AFL-CIO organization in 59 and 
prints are available at $35 each 
from the National COPE, 815 
16th St., NW, Washington, D.C. 


The Story of a Victory 

Telephone mobilization of vot- 
ers on Election Day is its theme 
and the tremendous job done in 
the last Wisconsin major election 
campaign through hundreds of 
volunteers using telephones is 
thoroughly documented. The pro- 
ject has been widely emulated by 
other labor groups following its 
success in the Badger state. 

Frank Wallick of the Wisconsin 


labor organization wrote and 
lensed the black and white picture. 
It was professionally narrated and 
editing was done by Film Arts 
Productions in Milwaukee. Al- 
though the AFL-CIO program was 
frankly partisan and Democratic 
victories resulted, the Wisconsin 
Young Republicans recently used 
the picture at their state conven- 
tion and business groups have been 
among its interested audiences. 


An Idea Others Can Use 

Telephones are a public utility 
and they'll get plenty of service 
come November, 1960 if viewers 
take the message of The Wiscon- 
sin Story to heart as they certainly 
should. 

* 

Epitor’s Note: for news of visuals 
at Democratic and Republican con- 
ventions, see page 8 of this issue. 


Below: in the new Ford-sponsored film, “Where Were You,” viewers 
are shown “behind the scenes” operations in politics. 
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AN EXCLUSIVE BUSINESS SCREEN INTERVIEW WITH DR. FRIEDRICH MOERTZSCH 


Europe’s New Look in Films for Business 


One of Continent’s Leading Public Relations Executives Cites Greater 
Recognition of Screen Medium. 1.200 Pictures Produced in Past Year 


Advertising and Public Relations of the 

German firm AEG,* and a leading ex- 
ponent of industrial and documentary films on 
the European scene, visited Washington and 
New York last month to speak to American 
audiences on the growing importance of film as 
an advertising and public relations medium in 
Europe. At the same time, Dr. Moertzsch 
showed three of his company’s impressive new 
productions, one of which—Form and Func- 
tion—has been awarded so many prizes in the 
past year that it might be considered as Eur- 
ope’s best today. 

Dr. Moertzsch spoke to American business 
groups in three addresses made at the German 
Embassy in Washington, the German-American 
Chamber of Commerce in New York, and the 
International Advertising Association Congress, 
also in New York. 


D* FRIEDRICH Moerrtzscu, Director of 


New Attitude Toward Public Relations 

At an interview with a Business Screen rep- 
resentative in New York, Dr. Moertzsch ex- 
plained some of the revolutionary changes 
which the post-war years have had on German 
attitudes towards public relations. “We used to 
think of public relations as propaganda put on 
by quack operators. Most conservative Ger- 
man companies shunned any kind of public 
relations work. In fact, Dr. Moertzsch said, 
“in the typical firm public relations people were 
more busily engaged in suppressing public 
interest than encouraging it.” 

In 1954, Dr. Moertzsch, as Publicity Man- 
ager of AEG, was invited by the American 
Government to study PR work in the United 
States. The impressions and suggestions which 
he drew from this tour were compiled in his 
book, /t Pays to Be Sincere, which appeared in 
1956. The reaction to this publication soon 
became noticeable. Many German companies 
extended their public relations departments or 
started new ones. Dr. Moertzsch outlined in 
his study that publicity work is not limited to 
press cooperation. 


Concentrated Effort in Film Medium 


Dr. Moertzsch concentrated his efforts in a 
field which appeared most important to him: 
the hitherto little-known (in continental Eur- 
ope) industrial film, to which he devoted a 
major part of his time. He started the produc- 
tion of industrial AEG films which attracted 
wide interest and were honored and acknowl- 
edged by many European prizes for outstand- 
ing qualities. He inaugurated the first German 
Film Festival for industrial films, in Berlin, and 
wrote another book, /ndustry on Celluloid, as 
a manual for producers and originators of in- 
dustrial films. 

In one of his speeches made in New York 
Dr. Moertzsch described the new rise of public 


interest in sponsored films on the European 
scene: 

“In Europe, perhaps even more than here, 
short advertising films and filmlets praising in 
insistent words the qualities of a product or 
pointing to a new brand have developed every- 
where to be an important instrument in sales 
promotion. But informative and documentary 
films which do not so much concentrate on 
advertising a definite product, but which may 
be compared with the public relations sphere 
are relatively new and taking on considerable 
importance. 


AEG’s Program Dates Back to 20’s 


“Of course, before the war some films of 
this kind were occasionally produced. The 
AEG was the first concern which became film- 
minded at the end of the twenties and attracted 
a world-wide interest with its film on the elec- 
tric nature of the northern lights. But only in 
1945 and thereafter, European industry started 
on a larger scale and willingly accepted the 
possibilities the industrial film could offer. 

“Last year about 1,200 industrial films were 
produced in Europe. Great Britain headed 
the list with about 350 productions, followed 
by France with 250 and the Federal Republic 
of Germany with another 200 films. Italy con- 
tributed more than 100 films and Sweden was 
fifth with approximately 80 productions. Gen- 


The Film: “Form & Funetion” 


Sponsor: Allgemeine Elektricitaets-Ges- 
ellschaft 

TitLe: Form and Function, 11 min., 
color, produced by DidoFilm, Dussel- 
dorf. 

vx This film, which has been awarded 

prizes as the best German industrial film 

and best German educational film in its 

native land, went on to win a grand prize 

as the best public relations film entered in 

a world-wide competition recently held in 

Rouen, France. 

It’s story is of the past fifty years of | 
progress in industrial design, showing how 
yesteryear’s knick-knack nooks and other 
gimcrackery have given way to functional 
and beautiful objects in the home and in 
industry. 

The film has been made with consider- 
able skill and imagination. The photog- 
raphy and color are excellent, the musical 
score unusually refreshing, and the cut- 
ting is timely and gay—no stodgy editing 
by formula here. 

Unfortunately Form and Function is 
not available for general showings in this 
country. 


*Dr. Moertzch 
is Chief of 

the Public 
Relations Div- 
ision at the 
Allgemeine 
Elektricitaets- 
Gesellschaft, 
West Germany 
and President, 
Film Commit- 
tee Federation 
of German 
Industry 


eral engineering, shipbuilding, the crude oil 
industry, the electrical industry and agriculture 
took the greatest interest in this new medium. 


Subject Matter in West German Films 


“In Germany, a great part of these films 
(about 30 percent) is devoted to the manu- 
facturing and use of specific products and is 
mainly intended for the information of special- 
ists. Another 20 percent tell the inside story 
of factories, institutes and laboratories. They 
take the viewer through the halls and work- 
shops and give him an idea and an impression 
of the extent and accuracy of the work. 

“The third class of films, approximately 17 
percent, deals with the most diversified themes 
in science, economy or culture. They show, 
for instance, the story of industrial designs, 
problems of research in the chemical industries 
or similar themes. Ten percent of our indus- 
trial themes deal with questions of agricultural 
procedures. The remaining percentage has as 
theme the problems of human relations. 


Educate Public on Economic Problems 


“A very large part of the production of films 
in Europe deals with the education of the pub- 
lic in order to familiarize it with economical 
or technical problems. 

“These films, for instance, discuss methods of 
credit business or the history of power genera- 
tion and distribution. Films on sociology and 
cinematographic reports on management and 
works policy or apprenticeship or accident pre- 
vention belong to this class of film. 

“As in the United States the showing of such 
films to a company’s personnel is a well-proven 
successful way to bring the management’s aims 
and troubles to the awareness of the individual 
employee, provided that the theme is not too 
intricate and complex to be understood. 


Film Helps Unite AEG’s Employees 


“For instance AEG in Germany has 107,000 
employees, with works, subsidiary companies 
and research laboratories scattered all over the 
country, and the industrial film enables us to 
more easily unite all these people. Of course, 
we don’t neglect our wholesalers and dealers, 
and ultimate customers as an audience. 

“In addition, we have successfully shown 
our films before our foreign guests who, on ac- 
count of their concentrated time schedule, often 
do not have the opportunity to find out how we 
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A Pieture on Automation 


Sponsor: Allgemeine Elektricitaets-Ges- 
ellschaft 

TitLe: Machines with a Memory, 10 
min., color, produced by Kulturfilm- 

Institut, Berlin. 
| ve Automation is still a very topical theme 

in Europe and Germany these days, more 

so than here where the term has long 
since passed into the general vocabulary. 

People in Europe are still not quite sure 
| what automation really means. 

As the film shows, automation means 
more than just setting up automatic ma- 
chines—it depends on production ma- 
chines and machine tools given their 
working orders. Its mechanical memory 
enables the machine to repeat its often 
complex, but completely mechanical pro- 
gram. 

Machines with a memory are not, of 
course, a novel invention. Automatic de- 
vices were already being built in medieval 
times. Some 200 years ago engineers 
began to build machines and design proc- 
esses following a steady routine of mem- 
| ory. The tinkling music box, which is 
still popular, is charmingly displayed as 
an example of the memory-gifted auto- 
| mation. 
The film shows scenes from the work- 
| ing days of the AEG Institute for automa- 
| tion, where specialists strive to implant 
the bare bones of knowledge into ma- 
chines, just enough to create servants to 
take over the drudgery of routine tasks, 
| which are the bane of our lives. hy 


construct our machines and have not the time 
for lengthy discussions in the workshops. 

“Showing of films outside the enterprise is 
constantly gaining ground. It might be of in- 
terest to you that in Germany industrial films 
to be shown in theatres must be of first-class 
quality to obtain a public acknowledgment 
from the respective government authorities be- 
cause only then the German movie-houses can 
obtain an entertainment tax reduction for the 
whole show, the feature film included, and are 
willing to incorporate an industrial film in their 
programs. It is obvious that this method has 
favorably reflected on the film quality and 
paved the way to good industrial films. 


Six Million Saw Picture in Theatres 


“An example of this is the film Form and 
Function, which was awarded a seal of ‘Most 
Superior’ by the Film Institute of the German 
Federal Republic. Thus, film-houses were 
widely encouraged to play it. One hundred and 
fifty prints were provided by AEG, and an 
audience of six million people has viewed the 
subject in theatres thus far. 

“The situation is quite different when films 
are given away on a non-commercial basis. 
The number of central film distributors, schools. 
institutes, universities, technical and scientific 
societies, religious institutions is so great that 
(CONCLUDED ON PAGE FIFTY-THREE) 


.. directly related to office service employees. 


The Bell System As Its People See It 


“The Town & the Telephone” Shows Employees Interdependence of Jobs 


Sponsor: American Telephone & Telegraph 
Company 


TiTLe: The Town and the Telephone, 28 min, 
color, produced by Owen Murphy Pro- 
ductions, Inc. 


ix Bell Telephone employee attitude pollsters 
have found that the more a man knows about 
how his particular job fits into the whole, the 
more important the job seems and the better 
he will do it. This film, designed for showing 
to all new employees, and probably to a good 
many old timers as well, is a comprehensive 
overview of the Bell System showing how im- 
portant and interdependent each telephone 
job is. 

The Town and the Telephone also plays 
upon the theme that each telephone job is not 
only important to the company but to the 
community as well by helping to weld it to- 
gether with good communications service. 

Job categories in the film include service 
representatives, station installers, frame men, 
commercial people, accounting department 
staff, traffic handlers, engineers and construc- 
tion crews. These jobs — on the line — are 
backed up by staff departments in personnel, 
legal, public relations, and by the affiliated com- 
panies: Western Electric, Bell Laboratories, 
Long Lines Division, and American Telephone 
& Telegraph Company. 


Strangely, for a company that has such an 


extensive film program, The Town and the 
Telephone is the only picture produced in 
many years which gives a broad look at the 
whole Bell System. Although planned for 
employee use, only, the film has aroused so 
much interest in test screenings before public 
audiences that plans are being made to make it 
generally available. 


And inside the typical Bell System exchange, 
expert hands hold the key to good telephone 
service as shown in this scene from film. 


Johnson & Johnson Film Shows Life-Saving Technique 


"50,000 Lives” Demonstrates Resuscitation Methods for First Aid Groups 


Sponsor: Johnson & Johnson 


TitLes 50,000 Lives, 1314 min, color, pro- 
duced by MPO Productions, Inc. 


yy Mouth-to-mouth and the sometimes con- 
troversial ‘“‘mouth-to-airway” techniques of 
resuscitation are demonstrated in this new film 
now being offered to general audiences through 
Association Films, Inc. 


The mouth-to-mouth life-saving technique 


has been known and used since the earliest 
history of man, yet, unaccountably, it had been 
in disfavor until recent years. It is now the 
official method of the Red Cross, the Armed 
Forces, and is standard procedure amongst all 
medical and first-aid groups. 

Every man and woman should learn the 
method, which can save 50,000 lives needlessly 
lost each year through asphyxiation. The film 
demonstrates the simple procedures of rescue 
breathing both by mouth and by airway. & 
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HORIZON NORTH 


HE CHALLENGE WAS BiG and vitally im- 

portant: to develop a new source of high 

grade iron ore to meet the higher quality 
standards and also the expanded raw material 
tonnage requirements of the American steel 
industry. 

The job spanned nearly three decades, be- 
ginning in the early 1930's with long-term ex- 
ploration and research of low-grade ores, in- 
cluding a rock-hard material called taconite. 

The results: one of the greatest mining 
projects undertaken in modern times by pri- 
vate enterprise. Brought to the screen in the 
broad sweep and “living” color of a 35-minute 
motion picture, Horizon North tells this story 
of the Erie Mining Company and of the con- 


Below: scenes from “Horizon North” show (Il to r) man-made Taconite 
Harbor where ore boats tie up parallel to loading dock to receive (center) 
Taconite pellets bound for Eastern steel mills; and, at far right, this 
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quest by its people of a vast new mining fron- 
tier in Northern Minnesota. 
Nearly Six Years in the Making 


The production assignment was as big as the 
story it had to tell: it took almost six years 
to record the conception, laboratory and pilot 
plant work, construction and operation of 
Erie’s mining and processing of taconite on 
Minnesota’s Mesabi Range country at Hoyt 
Lakes and at Taconite Harbor on the north 
shore of Lake Superior. 

Camera crews logged 33,000 miles over the 
75 mile-long development area between the 
two locations. Temperatures ranging down to 
30 degrees below zero, furnace heats up to 
2,350 degrees . . . these were part of the chal- 
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lenges met by Reid H. Ray Film Industries in 
the filming of Horizon North. 

You get a sense of this picture’s scope in 
the geography of the Erie project itself: at its 
heart, the taconite mines which now cover al- 
most a thousand acres, capable of producing 
22’ million tons of crude material yearly for 
over a generation at least. The raw product 
is crushed and processed in a complex of huge 
buildings near the mines. A 75 mile railroad 
carries the processed ore in pellet form to the 
newly-developed man-made harbor on Lake 
Superior. 

A new town, Hoyt Lakes, as liveable and 
modern as any in the U. S., was carved from 
the wooded, rocky wilderness and has taken 


five-unit diesel locomotive hauls over 100 cars, averaging 8,000 tons 
per trip, from the Hoyt Lakes’ plant 75 miles away. The railroad was 
built through wilderness country, much of it over swampland. 
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The Taconite Story: a New Frontier in the Steel Industry 


its place as one of the state’s thriving commu- 
nities. 
Development Work Began in the 30’s 


All this is the essence of Horizon North 
.. . but the film is something more: it begins 
as it had to begin, in the years of research 
that went into the development of thé Erie 
process. That phase goes back to the early 
1930’s when Pickands Mather & Co. interested 
Bethlehem Steel Company and The Youngs- 
town Sheet and Tube Company in the studies 
and exploration of low-grade ores that, by 
1940, were sufficient to indicate that commer- 
cial utilization of taconite was an economic 
possibility. 

Erie Mining Company, owned by Bethlehem, 
Youngstown Sheet and Tube, Interlake Iron 
Corporation and The Steel Company of Canada 
Limited, was formed to carry this program 
forward. 

A $300 Million Construction Project 


The major construction project (costing over 
$300 million) which comprises today’s Hoyt 
Lakes-Taconite Harbor development is pic- 
tured from early construction dating back to 
1953 until its completion four years later. The 
plant started to operate on an equipment “run 


in” basis late in 1957 and produced substan- 
tial tonnage in 1958. Because of operating 
sequences, the film continued in production 
during 1958. 

Finished last year, Horizon North uses both 
“live” cameras and excellent technical anima- 
tion to bring to the screen the step-by-step de- 
tails of mining, processing and transporting 
operations. From drilling and pelletizing of 
the ore through its transportation via the Erie- 
built railroad to Taconite Haibor, the story is 
visualized in its entirety. 

A Continuing Production Assignment 

Actually, three motion pictures were pro- 
duced during these formative years from 1953 
on and there were frequent interim screenings 
of footage taken during the construction phases. 
Writer-director for Reid H. Ray Film Industries 
throughout the project was Gordon Ray, who 
began his exploratory trips into the area as 
early as 1953. He'll long remember (and so 
will the Ray camera crews) the several aerial 
and other difficult sequences which were nec- 
essary to cover the magnitude of the operation. 

Coffer dams that were built to hold back 
Lake Superior during the construction of Tac- 
onite Harbor made possible below lake level 
photography; lifting cranes with 100-foot booms 


MOTION PICTURES MAKE A COMPLEX STORY CLEAR 
Above: using only existent light, high speed Ansco color film 
helped Ray crews capture this scene of huge concentrator building 
at Hoyt Lakes. At right: animation helps depict details of process. 
Film is available on loan by business groups from Pickands, 
Mather & Co., managing agents, Erie Mining Co., 2000 Union 


Commerce Bldg., Cleveland 14, Ohio. 16mm sound, color. 
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Above: focus on a jet piercing drill, of vital 
importance in mining area development work. 


and 20-foot jibs lowered cameramen to posi- 
tions almost 100 feet below ground level, lifted 
them to the top of 83-foot high buildings. 
Construction went right along through the bit- 
ter winter of Minnesota, thanks to modern 
heating methods, but the crews know about 
those 30-degree below zero temperatures! 

High point of Horizon North has to be the 
interior shots in the huge 1,100 foot concen- 
trator building. This was the most challenging 
assignment faced by the color camera and it 
comes through on the screen in vivid brilliance 
of detail. An overhead crane carried the cam- 
era crew along the complex milling lines, af- 
fording unique “angle” shots that add signifi- 
cantly to the film’s design and interest. 

In order to show the processing of the ores 
in detail, technical animation pinpoints the 
progress of crude taconite as it is crushed, 
ground, concentrated and then “pelletized” into 
the myriads of small round balls that contain 
well over 60% iron. 

Words are insufficient to convey the sweep of 
a project of this magnitude. Only a motion pic- 
ture, utilized with imagination, produced over 
the many months of arduous construction and 
compressed into an all too-brief 35 minutes of 
running time can bring that story to the viewer. 
That is what Horizon North does for Erie Min- 
ing, its sponsor, and will do for millions of 
viewers in the U. S. and abroad. The picture 
has been selected by the United States Infor- 
mation Agency as an example of American 
enterprise and ingenuity. That selection is a 
fitting tribute to its lasting value—and as an 
example of the industrial film at its finest 
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Securities’ salesmen view “See & Hear” slidefilms on DuKane equipment at Philadelphia. 


A Sound Slidefilm Program Helps Sell 


Investors on Benefits of Mutual Funds 


ow bo You INJeEcT fresh sales ideas into 
H an industry selling an intangible product 
that is tightly-regulated, lacks general 
public understanding yet has grown 3600% in 
the past 20 years? 

This is the problem our firm faced as we 
reviewed the various sales services Kalb, Voor- 
his offered the mutual fund industry—the most 
aggressive medium of investment in the U. S. 
financial world. 

Already available were monthly mailings on 
such important items as sales training and 
management, financial planning as well as re- 
corded training albums and films, flip book 
presentations, group selling films in color, etc. 


Taking a Cue from Insurance Success 

Yet the funds, the local broker-dealers and 
their salesmen—all were without a tool which 
could, in one package, offer the salesmen a 
hard-hitting, brief, factually correct and port- 
able item in which he had confidence to offer 
a variety of prospects. 

We had seen other industries—notably the 
life insurance business—profitably use the 
sound slidefilm technique. Despite the likeli- 
hood of much greater technical problems in 
clearing scripts and art through the Securities 
and Exchange Commission and the National 
Association of Securities Dealers, the color 
slidefilm approach with sound seemed a logical 
answer. 

Here was our reasoning: 

For a salesman selling the mutual fund meth- 


Subject of savings for retirement is presented 
in the slidefilm: “This Gold Watch.” 


od of investing, an explanation to a prospect 
normally requires 45 minutes to an hour and 
a half. During this time, many important, but 
sometimes technical subjects are needlessly cov- 
ered that may confuse the listener and take up 
his or her valuable time. 

Add to this, the fact that the salesman him- 
self may lack confidence in his ability to sell 
soundly, quickly and legally. 


A First “Library” of Six Subjects 


These and other problems could be over- 
come, we decided, through creation of a series 
of “See and Hear” presentations aimed at var- 
ious categories of American citizens who might 
be interested in Mutual Funds. 

The first six subjects to be covered were 
college education (The Case of the Costly 
Tassle), retirement (This Gold Watch), income 
now (Mr. Tingle’s Immovable Income), career 
women’s needs (The Lady from Overlook Hill), 
high cost objectives (Something Extra) and de- 
ferred profit sharing plans (People and Profits). 

This “library” of subjects would then be 
constantly available to a salesman at his office 
so that he could program his appointments. 
If, for instance, he had an appointment with a 
couple who were looking ahead to the time 
their children would be going to college, he'd 
pick out The Case of the Costly Tassle and have 
the majority of his presentation “ready-to-go.” 


How Slidefilms Help the Salesman 


vy From the salesman’s point of view, each 
12-minute presentation would: 

1. Save from a half to full hour needed 
normally to motivate a prospect—meaning he 
can see two to three times as many people each 
day. 

2. Eliminate outside distractions, wandering 
thought in the prospect’s mind, cutting short 
lengthy presentations and varying quality of a 
salesman’s “pitch.” 

3. Have the prestige of being professionally- 
prepared and completely believable. 

4. Help garner more appointments through 
the promise of a brief “show” in the office or 
at home. 

5. Make him a more effective, confident and 
successful representative of the industry. 


A New Audio-Visual Approach to Make 
Friends, Clients for Security Dealers 


by Ferd Nauheim 


A BY-LINER WITH AUTHORITY 


vy Ferd Nauheim is a partner of the New 
York Stock Exchange firm of Kalb, Voor- 
his & Company. He directs that firm’s 
extensive service to investment dealers 
and mutual funds throughout the United 
States and Canada. His interest in mu- 
tual funds dates back to 1950 and today 
he is known as the foremost expert on 
clear and sensible ways of showing the 
public the many features and advantages 
mutual fund investing has to offer. This 
he has done through various publications 
he edits, motion pictures he has written 
and produced and advertising materials | 
he has created. 

Mr. Nauheim is also a Professor in 
Salesmanship at The American University 
in Washington, D. C., where he lives; 
author of Prentice-Hall’s book, “Business 
Letters That Turn Inquiries Into Sales”; 
Past President of the Sales Executives 
Club of Washington and a member of 
the Board of Governors of the Direct Mail 
Advertising Association. 


vy As for the prospect, the “See and Hear” 
slidefilms would: 

1. Be a complete, clear message on the sub- 
ject that is factually correct. 

2. Appeal to both the eye and the mind 
simultaneously (in such an appeal, 98% of a 
message is retained). 

3. Save time by restricting the basic explana- 
tion of mutual fund investing. 

4. Motivate quickly to recognize his or her 
future financial plans and to take meaningful 
action. 

The benefits to both the prospect and the 
salesman can be considerable, but as an audio- 
visual “breakthrough” for the industry, it has 
been a special challenge to produce a series of 
top-notch films for use by investment dealers 
selling many different funds with their varied 
objectives and investing approaches. 

A symbol called Mr. Grow is featured in 
(CONCLUDED ON PAGE FIFTY-FIVE ) 


Meet “Mr. Grow.” This animation character 
is featured in the “See and Hear” series. 
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“It doesn’t matter in what section 
we wear out our shoe leather .. . 
we're just lonely, wandering soles.” 


> SPEAKS THE HERO of Pan American’s 

“ Anatomy of a Salesman, a 23-minute mo- 

tion picture and five specially filmed train- 

ing sequences, produced for the airline by 
Henry Strauss & Co., of New York. 

This isn’t a travelling salesman at loose ends 
in a remote and unfamiliar territory. The lone- 
liness he speaks of is more significant than 
simple homesickness. It’s a feeling many a 
salesman will immediately recognize . . . the 
“loneliness” that comes when briefcase in 
hand, and heart in mouth, he sets out, on his 
own as he thinks, to make or break. 


Fruitful, Stimulating Partnership 

No one in selling would deny that such isola- 
tion from the rest of the sales team . . . and 
particularly from sales management . . . often 
exists. The theme of Anatomy, as developed 
by Strauss in cooperation with Frank Howe, 
Pan Am’s System Director of Sales and Service 
Training, is that it is unnecessary. To the 
contrary, the salesman and his sales manager 
can develop a fruitful partnership which stimu- 
lates rather than deadens initiative and self- 
reliance. 

Anatomy drives home this point in a number 
of unusual and provocative ways . . . some 
thematic and some visual. Ideas are presented 
indirectly by illustration . . . rather than directly 
by commentary. 

To begin with, it is carefully designed for 
equal but differing impact on both salesmen 
and sales managers. For the salesman, its mes- 
sage is that the manager is as much a part of 
his “anatomy” as his territory, his own selling 
skills, his knowledge of customer needs. The 
manager, in fact, can be the salesman’s most 
important “sales Aid,” not as a “crutch” but 
as a source of strength that can help the sales- 
man stand on his own feet. 

For sales managers, it says, in effect: “Here 
is the role you can play through your experi- 
ence ... judgment . . . detachment from the 
immediate firing line . . . outside contacts 

. and influence on the salesman. Here are 
some of the ways you can do it . . . and here 
are the personal and professional rewards for 
you.” 

No Conflict of Purpose, Personality 

To permit concentration on its positive mes- 
sage . . . and to avoid setting up emotional 
roadblocks which might detour audiences away 
from the main point .. . Anatomy’s plot omits 
conflict of purposes and personalities. (Such 
conflicts are often deliberately built into Strauss 
pictures to stimulate healthy and growth-pro- 
moting controversy.) As “Tom Harris,” the 
salesman-protagonist says: “For a change .. . 
what made me wonder about myself . . . was 
something I did right.” Anatomy, then, devel- 
Ops necessary emotional impact through a calm, 
realistic but visually imaginative dissection of a 
good sales manager /salesman relationship. Va- 
lidity in audience terms is enhanced by careful 
true-to-life casting and the experienced han- 
dling by Director Robert Wilmot. 

Whenever possible, the film employs starkly 
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In the customer’s office, as well as in the home office, the sales man- 


ager can make effective contributions to the salesman’s growth . 


Manager & Salesman: Partners in Selling 


Improved Relations Is Goal of This New Pan American Airways Film 


Salesman Tom Harris has opened up a big ac- 
count and now he wonders how he did it . . . 


simple impressionistic or “limbo” backgrounds. 
This was done to increase the film’s audience 
acceptability all over the world . . . since a 
“realistic” background setting in New York 
would be highly unrealistic . . . and hence 
distracting . . . in Hong Kong or Calcutta. Use 
of abstract backgrounds also tends to focus 
audience attention on the all-important human 
elements. Finally, because of the possibilities 
it offers for contrast lighting, it greatly enhances 
the effect of black and white photography. 


The Sale That Needed a Dissection 

The film begins with Tom Harris in a dis- 
turbing predicament for a salesman. He has 
just opened up big account potentials with a 
customer Pan American has, until now, been 
unable to service fully. But, as he says, “I did 
it, all right. . . . I only wish I knew how.” 

In his attempt to find out what went right, 
he probes deeply into his own “anatomy as a 
salesman” . . . and it is in these scenes that the 
film employs some of its most effective visual 
techniques. 

We see Tom in his early days on the job 


. . . getting to know the territory . . . not 
through the usual montage of moving feet su- 
perimposed over live backgrounds . . . but 


pacing off a diagram on a vast floor in limbo. 
This enables the film to break down individual 
components of the average saleman’s territory 
for later discussion in detail. Speeded-up mo- 
tion technique gives the impression of a man 
running very hard to cover a lot of ground 
without actually getting as far as he should. 

We watch him cut off by an irate prospect 

. and a quick “blackout” creates the shock 
effect on the audience this abrupt dismissal 
would have on a salesman. 


Effective Visuals Show the Audience 

The whirl of activity in which Tom becomes 
trapped through trying too hard to go it alone 
is symbolized by a whirling screen . . . ending 
with the salesman “frozen” upside-down by the 
voice of his manager. 

Continuing to use similar devices . . . plus 
mood lighting and music of carefully varying 
tempos . . . the film develops the ways Tom 
and his manager, working closely together, cre- 
ated the necessary climate of partnership to 
crack open the big account. Here again, the 
emphasis is on illustration rather than preach- 
ing. The audience is shown what happened 

(CONTINUED ON PAGE FIFTY-FIVE) 


Yes, salesmanship is a team operation and 
the salesman who walks alone isn’t likely to 
get very far—as the film shows. 
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FILM DISTRIBUTION SERVICES FILL TELEVISION NEED 


Series Programming of PR Films by 
Distributors Wins Regular TV Audience 


ETTER OPPORTUNITIES for 
gaining larger and more con- 
sistent television audiences are 
opening for sponsors of public re- 
lations films. By the development 
and heavy exploitation of series of 
film programs for TV on a regular 
weekly, or even daily, basis the 
major film distributors have pro- 
vided new techniques for reaching 
and holding the big TV audience. 
At first rather informally, but 
now with much attention to pro- 
motion, publicity and more care- 
ful selection of films for suitability, 
the series programming feature has 
been now developed into a major 
method of supplying films for 


broadcasters to use on public serv- 
ice time. 

Series programming has proved 
more and more valuable to stations 
needing regular programs to sched- 
ule either on a daily or weekly 
basis. The day’s schedule on most 
stations has less and less time for 
random booking of quarter- or 
half-hour films, so the conveniently 
packaged free film series, with a 
title for program announcement 
purposes and a thematic subject 
content capable of building and 
holding an audience is now filling 
many a time slot on TV schedules. 
The outlook for the future would 
indicate that this trend is growing. 


Modern Offers Quest, Scope, Home Digest and Coler Series 


ve Modern Talking Picture Service 
has been offering series program- 
ming for TV for several years. One 
of the most popular of the series 
is Quest for Adventure, which, in 
the two and a half years of its 
existence, has been used by over 
200 stations. There are 45 travel, 
sports and adventure films in the 
series currently available, including 
such as Where the Mountains Meet 
the Sea (Santa Monica Chamber of 
Commerce), Showman Shooter 
(Winchester-Western), Men, Steel 
and Earthquakes (Bethlehem Steel 
Company), Hunting with a Cam- 
era (Harley Davidson Motor Com- 
pany ). 

Quest for Adventure is constant- 
ly being refreshed by new product, 
and as in all Modern series, carries 
a standard introduction and clos- 
ing title to build continuing audi- 
ence interest. 

Three Quarter-Hour Shows 

Quarter-hour series now offered 
by Modern TV are Scope, present- 
ing 80 films on “the world around 
us”; Encore, 60 pictures with a 
special appeal to women; and The 
Modern Home Digest, which was 
created especially for television and 
offers three different featurettes in 


each episode with matching lead, 
bridge and end titles. Because new 
material is constantly being added, 
The Modern Home Digest is useful 
as a year-around program, allow- 
ing for periodic re-runs. WPIX, 
New York, has featured the pro- 
gram for over a year, with very 
good response. 

Half-hour programs in the Mod- 
ern line-up, in addition to Quest 
for Adventure, are Highway Holi- 
days, 14 state travel films, all pro- 
duced for Esso and available in its 
marketing area only; Modern Rain- 
bow Theatre, which is composed of 
50 of the finest in color film pro- 
grams and chosen particularly with 
color telecasting in mind; Modern 
Almanac, 35 timely reports on new 
ideas, methods and equipment in 
modern agriculture; Ladies Day, 
80 packages of feature material 
aimed at the gals; Young World, 
slanted to the teen-age audience 
with 115 programs available; Fore- 
cast, 130 programs of a more gen- 
eral nature on “the promise of the 
surging sixties”; Pageant, a series 
of 130 documentary films about 
America and its people in the 
Atomic Age. 

Other current half-hour shows 


are Modern Science Theatre, some 
of the best film material available 
about today’s men of science and 
the applications of modern tech- 
nology to industry, homes and na- 


vw Association Films’ big series pro- 
gram is American Odyssey which 
has now been booked into almost 
100 markets. 69% of these sta- 
tions have scheduled it for 26 con- 
secutive weeks and most of them 
are renewing for a further 13 
weeks. Indicative of the success of 
the program is that in market after 
market it is running in Class “A” 
time. 

Association Films attributes de- 
mand for the series to the increas- 
ing public interest in, and aware- 
ness of, informational programs of 
a public affairs nature. Films in 
the series deal with such timely 
and topical subjects as inflation, 
traffic congestion, federal govern- 
ment at work, and developments in 
the fields of agriculture, industry 
and science. 

These Sponsors Participate 

Some participating sponsors in 
the series are: Gulf Oil, Hamilton 
Watch, General Electric, United 
States Steel, Chas. Pfizer, News- 
week, Institute of Life Insurance, 
American Medical Association, 
Firestone, United Fruit, De Beers 
Diamonds, Thos. J. Lipton, Smith, 
Kline & French, etc. 

Other Association Films series 
are Hints ‘N’ Helps for Home- 
makers—The Woman's Club of 
the Air, which is specifically aimed 
at daytime TV programming and 
offered in segments of quarter- 
hour, half-hour, or “the Hints ‘N’ 
Helps Five-Minute Shelf.” 


Sterling's Ilka Chase Show 


vv Sterling-Movies U.S.A. has sev- 
eral series now playing successfully 
on the air waves. One—the Ilka 
Chase Show—differs considerably 
from other series in that each of 
the 26 half-hour programs features 
Miss Chase and either “live” inter- 
views and demonstrations or seg- 
ments from various sponsors’ films. 
Another novel feature is that the 
Ilka Chase Show is offered—free, 
of course—on either film or video- 
tape. 51 stations have booked the 
series to date and 16 shows have 
been completed with more in reg- 
ular production. 

Another videotape offering from 
Sterling-Movies U.S.A. is a series 
of four hour-long medical events 
spectaculars adapted from original 
programs on tape sponsored by the 


tional defense; Holiday, which has 
40 travel and recreational films 
featured; and PS, a potpourri of 16 
outstanding films on a broad level 
of interest. 


Association Films in 100 Markets With American Odyssey 


** ODYSSEY ** 


Based on Association Films 
rule-of-thumb estimate of 50,000 
audience per telecast, participants 
in the American Odyssey and Hints 
‘N’ Helps programs are told to ex- 
pect about 100 telecasts or 5,000,- 
000 viewers. At a booking charge 
of $15, this comes to 30c per 
thousand viewers. In addition, spe- 
cial rates of $12.50 per booking 
are available to sponsors with three 
titles participating. 

Coming up soon on the Associa- 
tion Films roster is a new series— 
Your Neighbor- the World, which 
has been heavily subscribed by 
sponsors and booked by stations 
for the summer and fall seasons. 


on Both Film and Videotape 


Upjohn Company. Upjohn has also 
contributed to public service TV a 
series of 26 half-hour films called 
Frontiers of Science. 

Some of California Texas Oil 
Corporation’s best travel films have 
been packaged by Sterling into a 
13-week series called Compass. 
Other series include Armchair Ad- 
venture, 13 quarter-hours on trav- 
el; Topic, which covers the back- 
ground of important news subjects 
of the day, and is offered in 13 
quarter-hour programs; Adventure 
in Living, a 26-week half-hour 
series which shows how American 
industry, through research, expan- 
sion, new systems and equipment, 
exerts great influence on our daily 
living; and The Art of Investing, 
13 five-minute featurettes. a 
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Cooperation to promote trade— 


New York Film Producers Hear Senator 


Javits at Third Annual Industry Dinner 


a and guests of the 
New York Film Producers 
Association heard Senator Jacob 
K. Javits (R.N.Y.) call for the 
establishment of a U. S. Business 
Film Advisory Board for Overseas 
Markets. The senator was the 
guest speaker at the FPA’s third 
annual Industry Dinner, held at the 
Plaza Hotel on Monday evening, 
June 13th. 

Introduced by FPA President 
Lee Blair who spoke about the ac- 
complishments of the association 


FPA President Lee Blair 


and its growth in recent years, New 
York’s senior senator pointed out 
that a U.S. Business Film Advisory 
Board could greatly help in coor- 
dinating the joint film activities of 
the U.S. Information Agency with 
American business to maintain the 
large lead U. S. documentary films 
presently hold over their Russian 
counterparts. 


Favorable Tax Legislation? 
“There is presently legislation in 
the Congress with a good chance of 
enactment at this session which 
would encourage U. S. concerns 
through favorable tax treatment to 
establish Foreign Business Corpo- 


Frederic Gamble, President, Amer- 
ican Assn. of Advertising Agencies. 
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rations in undeveloped areas,” Sen- 
ator Javits said. “This means that 
training films will be needed to 
help develop the potential of un- 
skilled manpower, informational 
movies . . . to help educate the 
locality as well as the plant em- 
ployees in the workings of the 
private enterprise system, its ad- 
vantages and its responsibilities, 
and common objectives shared by 
such companies and the countries 
in which they operate.” 


240 Attend the Affair 

The FPA dinner, organized by 
Executive Director Irving W. Ches- 
kin, and now a firmly fixed annual 
event in the New York film indus- 
try calendar, was attended by a 
record crowd of 240 producers, 
sponsors, service organization 
heads and labor officials. Distin- 
guished guests on the dias included: 
Master of Ceremonies Mike Wal- 
lace; John Ford, A-V Committee 
Chairman of the Association of 
National Advertisers; John Franca- 
villa, East Coast Council Chair- 
man, I.A.T.S.E.; Frederic Gamble, 
President of the A.A.A.A.; Jacob 
Mandelbaum, Federal Mediation 
and Conciliation Service Commis- 
sioner; Alan Morrison, President 
of the Industrial Audio-Visual As- 
sociation; and Richard Walsh, 
President of the International Al- 
liance of Theatrical and Stage Em- 
ployees. 


BUSINESS SCREEN CAMERA 

Top row, left: Gene Levy, Camera 
Equipment Co. At right: John J. 
Francavilla, Chr. East Coast Coun- 
cil, IATSE, and Mrs. Francavilla. 
Second row, left: Louis “Doc” Feld- 
man, Du-Art Film Labs, Inc. Right: 
TV star Mike Wallace chats with 
Senator Javits, honored guest. 
Third row, left: John Ford, Chair- 
man, A-V Committee, Assn. of 
Nat'l. Advertisers. At right: Jack 
Bernard, President, Rapid Film 
Technique, Inc. 
Fourth row, left: Joseph Tanney, 
President, S.O.S. Cinema Supply 
Corp. At right: Robert Gross, Pres- 
ident, American Film Producers, 
and Mrs. Gross. 


Bottom row, left: Jacob Mandel- 
baum, Commissioner, Federal Me- 
diation and Conciliation Service. 
At right: Herbert Gunter, V.P., 
Radio & Television, Ted Bates 
& Co., and Mrs. Gunter. 
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ICF photographer Frank Chow lenses ruins at Persepolis, near Shiraz, 


Iran. This is view of main entrance hall to palace. 


ETTING THE PICTURE of peo- 
ples, economies, and the cul- 
tures of lands abroad for 

both educational and business use 
in America is taking some of the 
best creative and technical minds 
in the U.S. film industry into far- 
away places. 

Joining forces with their coun- 
terparts in countries overseas, they 
are bringing back visualizations for 
schools, export and import group 
study, and a myriad of other uses 


in this smaller, jet-age world in 
which we live. 


Active in Middle East 


A case in point is the work of 
the International Communications 
Foundation, currently active in the 
Middle East, and with special at- 
tention given recently to Turkey. 
That nation epitomizes the tremen- 
dous importance of visual interpre- 
tation for real understanding, high- 
lighted by the recent uprising of 


Turkish soldier stands guard before Ataturk’s tomb in Ankara, Turkey 


as photographers Chow and Herman Wall check the camera. 


New Light on Lands and Peoples of the World 


Intl Communications Foundation Crews Build Useful New Audio-Visual Tools 


youth groups which led to the over- 
throw of the Mendares’ regime. 

Because of the necessity of un- 
derstanding world-wide current 
events and the influence of the past 
on them, in other countries as well 
as our own, ICF is probing into the 
heart of nations abroad and creat- 
ing pictorial and sound representa- 
tions of the way of life and spirit 
of the people of those cultures 
most removed from the normal 
frame of reference of the average 
American. 

These representations are made 
within the perspective of the his- 
toric and cultural heritage which 
formed and currently influences 
contemporary society in the nation 
being studied. 


Sound Slidefilms of Turkey 


ICF staffers have brought the 
picture of Turkey into focus in 
several ways. A series of sound 
slidefilms in color covers different 
aspects of Turkey today and yes- 
terday. The History of Asia Minor 
depicts in beautiful color a pano- 
rama of historical sights that sum- 
marizes Turkey’s history. Art of 
Asia Minor is a pictorial mosaic of 
the finest examples of Turkish arts 
and crafts. This presentation is 
designed primarily to create a re- 
spect for the cultural heritage of 
the people of this country which 
dates back to ancient times. 

Balancing these productions are 


two present-day documentary type 
films examining Turkish City Life 
and Turkish Country Life. City 
Life introduces four typical urban 
families in various economic brack- 
ets, and follows members of these 
families through an average day 
at home, work, school and in the 
community. Village Life recounts 
experiences of country families in 
a similar, intimate manner. Sets 
of 33% LP records accompany the 
slidefilms to add sounds of Turkish 
life to the narration. 


Motion Picture Stock Film 

Motion picture footage has also 
been produced on certain portions 
of the pictorial coverage, and 
covers in detail some of the sub- 
jects included in the expansive still 
photo collection. The motion pic- 
ture stock footage is available for 
inserts and other program use by 
business and television producers. 

ICF has collected and created 
what amounts to a color picture 
encyclopedia on the nation. A 
comprehensive catalog illustrates 
the basic collection of some 747 
still photos on Turkey. Reproduc- 
tions are available in the original 
color or black-and-white prints up 
to 16” x 20” in size, as well as in 
35mm color transparency form. 
Some have been produced in three- 
dimension. 

Thus far, the Foundation has 
sent technical crews to Turkey, 
Iran, Pakistan, Afghanistan and 
Yugoslavia. These crews, intent 
on thoroughness and accuracy, 
supplemented their own photo- 
graphic and research work by 


Left: standing beside palace columns of ancient treasure city of Perse- 
polis, Chow and Wall check historical facts with Iranian guide. Built 
in 510 BC, city was destroyed by Alexander the Great in 330 BC. 
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combing existing files at all United 
Nations agencies, several U.S. 
Government Agency files, and the 
government and commercial files 
available in the country itself. All 
available documentary motion pic- 
tures on each country were re- 
viewed, and arrangements were 
made for the Foundation to dis- 
tribute the best of these which were 
not otherwise available in the 
United States. 

A sample collection of the 
various types of music of each 
nation was also made, as well as 
a basic ethnographic museum col- 
lection. The materials collected 
by the crew are supported by an 
excellent reference library of books 
and periodicals. 

Build Audio-Visual Kit 

ICF, a private, non-profit edu- 
cational and cultural organization 
headed by Lawrence Van Mourick, 
Jr., and interested in the promo- 
tion of international understand- 
ing, has assembled the sound slide- 
films, still prints, and Turkish 
music recordings into an Audio- 
Visual Kit, a complete instructional 
unit being used in schools through- 
out the United States. 

Also included in the kit are short 
textbooks and four significant arti- 
facts representative of daily life of 
the Turkish people. They are a 
zurna, an oboe-type instrument 
used to accompany Turkish folk 
dancers and singers; a bowl and 
spoon, traditional eating utensils; 
prayer beads, used by Turkish fol- 
lowers of the Moslem religion; and 
a typical school boy's hat. 

ICF has made the Turkey Kit 
available at a minimum cost 


slightly more than the basic repro- 

duction cost. The Foundation is 

also interested in a program of 

sponsored distribution to make 

productions more widely available. 
Now Working on India 

Currently working on a project 
preparing kits similar to the Tur- 
key Kit on Iran, Pakistan, Yugo- 
slavia, and Afghanistan, President 
Van Mourick has recently been in 
India preparing audio-visual ma- 
terials on the Hindi-Urdu language 
of India and significant aspects of 
the culture of northern India, for 
the U.S. Department of Health, 
Education and Welfare. These 
materials, to be used by the Office 
of Education for college-level 
courses, include a motion picture 
and 40 sound slidefilms. 

Van Mourick heads a complete 
production staff in India which in- 
cludes writers, still and motion 
picture photographers, and tech- 
nical consultants. The purpose of 
the color motion picture is to in- 
troduce the culture of the area in 
which the Hindi language predomi- 
nates. It will be 30 minutes long, 
and will have both Hindi and 
English sound tracks. Scheduled 
completion date for the photo- 
graphic phase of the India project 
is December 1960. 

Explore Other Media 

The Foundation is also explor- 
ing many other educational and 
mass communicktion media ap- 
proaches to fully utilize the wealth 
of material on hand. Among the 
projects under way is one that will 
employ this type of audio-visual 
representation as the cultural sub- 
(CONTINUED ON PAGE 56) 


At village of Chul, Turkey, /CF President Lawrence Van Mourick, Jr. 
shows motion picture to villagers, projecting through windshield of 
camera van. They watched their first movies in pouring rain. 
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Here’s cast of “Last Clear Chance” in which actor Bill Boyett (2nd 


from right) was the only professional. Producer Bob Carlisle (3rd from 
right) supervised making of new Union Pacific safety picture 


That “Last Clear Chance” to Live Safely 


An Award-Winning Auto Safety Film from the Union Pacific 


Sponsor: Union Pacific Railroad. 
TitLe: Last Clear Chance, 30 
min., color, produced by Wond- 
sel, Carlisle & unphy, Inc. 
ve People keep running into trains. 
No matter how many blinking 
lights, bells and other warning 
signals, people just won't look. 
Union Pacific, a railroad with 
one of the best safety records in 
the world, goes to great lengths 
every year to tell the story over 
and over—*Stop, Look & Listen” 
—“Don’t Let the Double Track 
Double-Cross You,” etc. It has 
seldom been told more effectively 
than in Last Clear Chance, UP’s 
latest safety film, recently released, 
and this year’s winner of a Na- 
tional Safety Council Award of 
Merit. 


Why Accidents Happen... 
Filmed on location along UP 
tracks in Idaho, Wyoming and 
Colorado, Last Clear Chance 
makes its safety message poignant- 
ly clear through a tragic screenplay 
ending in the death of a main 
character who smashes his car into 
a train. It shows that all the me- 
chanical equipment in the world 
won't do the safety job if personal 
equipment is faulty—eyes, ears, 
reflexes and judgment. 

WCD Producer-Director Robert 
Carlisle has worked with Union 
Pacific before, starting with his 
memorable film, Ski Chase, which 
UP sponsored several years ago. 
With Francis B. Lewis, UP’s Safety 
Director and W. R. Moore, Public 
Relations Director, Carlisle hunted 
locations for the film all over the 


west, coming up with Nampa and 
Meridian, Idaho, for the main 
sequences. 


One Professional in Cast 
Bill Boyett, of the television 
show Highway Patrol is the only 
professional actor in the film and 
he plays a competent role as an 


Above: (left to right): Colorado 
State Police Capt. Handrick; Mr. 
Carlisle; and Nampa (Idaho) 
Mayor, Thomas Leupp. 


Idaho State Police officer. Local 
people were cast in all other parts, 
and under Carlisle’s direction have 
done an excellent job. 

Distribution is through Union 
Pacific’s Film Library in Omaha, 
Neb. It is free on request to com- 
munity groups and television sta- 
tions. 

* * * 
Epitor’s Note: for news of other 
current safety films, see page 46 
of this issue. 
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Producer Laszlo Haverland (background, right of door) supervises the 
filming of “Junior Achievement, U.S.A.” at site of a successful real- 
life project in Bridgeport, Conn., making metal magazine racks. 


Youth Learns About the World of Business 


Junior Achievement’s Own Story Is Brought to the Screen 


Sponsor: Junior Achievement, 
Inc. 

TitLe: Junior Achievement, U. S. 
A., 1414 min, b/w, produced by 
Haverland Film Productions, 
Inc. 

vy Junior Achievement, Inc. is a 

foundation dedicated to encourag- 

ing young people to learn business 
principles and practices by actually 
going into business for themselves 
in guided projects during the 
school year. To spread word of 

JA’s own achievements and to en- 

courage more businessmen to par- 

ticipate in the work, Junior 

Achievement will soon release this 

film which documents a_ typical 

project of a JA company. 

As the film shows, Junior 
Achievement companies are re- 
cruited in high school assemblies. 
Members come from all schools in 
the community and from many dif- 
ferent backgrounds. What unites 
them is an interest in learning 
about business, and taking part in 
an actual business company of 
their own. 

The film’s typical JA company, 
operating under the advice of local 


Economic Panorama of 


Sponsor: Minneapolis Star and 
Tribune 
TitLe: Where the Future is Born, 
26 min., color. 
vy The story of the economic de- 
velopments of the Upper Midwest 
—Minnesota, North and South 
Dakota and western Wisconsin— 
is told in this new film designed 
to attract industry to the greater 
Minneapolis area. 
The film describes the blend of 


businessmen, but making its own 
decisions entirely, decides to man- 
ufacture and sell metal magazine 
racks. The company’s members 
raise capital by selling stock at 50c 
a share to family, friends and 
neighbors, and receive wages and 
salaries for their work just as in 
a regular business. 

Junior Achievement U.S.A.’s ty- 
pical company completely sells out 
its stock of magazine racks at 
year’s end. A profit was earned, 
checks go to investors and the com- 
pany is disbanded. 

Taking part in the film are 
Frank Johnson, Assistant Admin- 
istrator of the Guggenheim Found- 
ation, a former Achiever, himself, 
and Edwin H. Mosler, Jr., presi- 
dent of the Mosler Safe Company, 
who has given leadership and sup- 
port to the JA program for many 
years. 

Junior Achievement, U.S.A. was 
produced and directed by Laszlo 
Haverland with Associate Producer 
and Director of Photography Ar- 
pad Makay. William H. Steinberg, 
Jr. and Hugh B. Sweeny, Jr., of 
the JA staff, wrote the script. 


America’s Upper Midwest 


science and imagination with an 
abundance of natural and human 
resources in the Upper Midwest, 
the land “where the future is 
born.” 

Available to business organiza- 
tions, copies can be obtained by 
addressing a request on letterhead 
to William A. Cordingley, Nation- 
al Advertising Manager, Room 
100, MINNEAPOLIS STAR AND TRI- 
BUNE, Minneapolis. 


Sponsor: Rich Plan Corporation. 

TITLE: A Better Way of Living. 
20 min. color, produced by Keitz 
& Herndon. 


RANDMA DIDN'T REALLY have 
G it too easy in the good old 
days, with her washboard, wood- 
burning stove, and water from a 
back-yard well. Added to this was 
the time involved in preparing a 
single meal from scratch, and 
grandma was left with little spare 
time to spend with her family. 

Today’s homemaker, however, 
can benefit from all the conven- 
iences available to her, to help her 
enjoy A Better Way of Living. This 
film by the Rich Plan Corporation 
enticingly shows in full color just 
what the woman of today has in 
store for herself and her family 
when she takes advantage of food 
planning the Rich Plan way. 


Direct Selling Program 

The film itself is part of the 
“party plan” of direct selling— 
getting together a group of ladies 
for a party and then launching a 
sales presentation. The Rich Plan 
differs from the method usually 
used by firms selling cosmetics, 
jewelry, plastics, etc. At the party 
the film is merely shown as a lead- 
getting promotion device. Few if 
any questions are answered fol- 
lowing the film, and the salesman 
contacts the guests of the party on 
the following day to set up an ap- 
pointment with them and _ their 
husbands. 

Produced by Keitz & Herndon 
of Dallas, A Better Way of Living 
explains exactly how the Rich Plan 


Below: President E. D. Wright of 
Rich Plan Corporation (at right) 
tells a typical consumer family 
advantages of home food plan. 


CASE HISTORIES OF CURRENT SPONSORED FILM PROJECTS 


Film Introduces Rich Plan to Homemakers 


Showings to Women’s Groups of “A Better Way of Living™ 
Are Building Leads, Sales for This Frozen Food Concern 


BUSINE 


This appealing young gardener has 
featured role in Rich Plan film. 


is carried out—from the crop- 
pickers in the fields through wash- 
ing, inspection, packing, and 
quick-freezing, to delivery right to 
the freezer door. 

The film shows how the home- 
maker can conveniently place a 
telephone order for a supply of 
food—“garden fresh” frozen, 
ready to cook and eat, and full of 
the natural vitamins that are re- 
tained due to the rapid processing 
operation of less than four hours 
from field to freezer. 


Turn Leads Into Sales 

A Better Way of Living has been 
successfully received. Rich Plan 
representatives using the film at 
parties have been making follow- 
up appointments with fifty percent 
of the prospects, and experienced 
salesmen have been closing nearly 
four out of five presentations when 
the appointment was secured 
through the use of the film on the 
party plan program. 

Donald J. Drury, Rich Plan’s 
vice president in charge of market- 
ing, says “ . . . from the results of 
our party plan program, we are 
delighted with the excellent job 
which A Better Way of Living does 
in establishing in the minds of 
women the stability and practical- 
ity of our program. This predis- 
position of the prospect's mind 
makes the presentation easier to 
obtain and the sales easier to 
close.” 

The primary purpose in the 
production of this film was to have 
a vehicle to better public relations 
not only of Rich Plan Corporation 
but the food plan industry as a 
whole. When the Rich Plan peo- 
(CONTINUED ON PAGE 56) 
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Schlitz Tells Story of Corporate Growth, 


Family History in “Toward the Light” 


Updates Traditions of Past in Dramatic Picture of Present 


Sponsor: Joseph Schlitz Brewing 
Company. 


TitLe: Toward the Light, 27 min. 
color, produced by Wilding, Inc. 


vy Family tradition is a proud 
heritage among leading members 
of the brewing industry in Amer- 
ica and nowhere are “family” and 
standards, the fruit of decades, 
more staunchly upheld than among 
the people of Milwaukee’s famed 
Jos. Schlitz Brewing Company. In 
an era of pat slogans, the banner 
of “Make Mine Schlitz” has been 
carried over a century of steady 
growth with unchanging adherance 
to quality. 

This year, the many thousands 
of employees, customers and 
friends of Schlitz have been up- 
dated on both history and philos- 
ophy through the medium of 
Toward the Light, a Technicolor 
motion picture, produced by Wild- 
ing, Inc., that traces the antece- 
dents of both family and company 
through the past 110 years. The 
story line has enough drama from 
true-life to make a first-rate the- 
atrical release. 

Young Pioneer Travels West 

From the opening scene laid in 
the happy confines of the Bavarian 
inn where young August Uihlein 
began his journey to America in 


Little August Uihlein began his 
journey from the Golden Crown 


Faith and ready cash helped stop a 
bank run in the depression of '93. 
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1850, this colorful tale moves 
across the Atlantic to that small 
Milwaukee brewery where Joseph 
Schlitz was to help build a great 
enterprise for the future. This 
former bookkeeper and “very good 
right arm” of founder August Krug 
became the trustee of the family 
fortunes through the late 1800’s, 
turning over the management to 
the well-trained hands of August 
Uihlein just before his tragic death 
in the sinking of a Trans-Atlantic 
steamer enroute to Europe. 

Impetus to the company’s 
growth had come through another 
historic incident: the great Chicago 
fire of 1871 where August had 
found an opportunity among the 
thousands of workmen who rebuilt 
the city. His shipments of barreled 
lager spread the name of Schlitz 
throughout the country when the 
builders of Chicago returned to 
their homes. With his brothers Al- 
fred, Henry and William Uihlein, 
August took the company through 
the ensuing years of growth and 
the inevitable periods of trial. 


Yeast Discovery Was a Key 

In the Dane Hansen’s discovery 
of controllable yeast culture, 
August found the scientific control 
he needed to challenge world mar- 
kets; determined to make his city 
a center of culture, he brought 


to meet his grandfather and Joseph 
Schlitz in far-away Milwaukee . . . 


“Schlitz is a business founded on 
people with pride in their crafts.” 


1960 


The traditions of Schlitz and “the real joy of good living” found their 
inspiration a century ago in Bavaria’s Golden Crown inn. 


famed singers and concert musi- 
cians to the park he founded. In 
1893, a year of deep depression, 
his faith and ready cash turned a 
bank run into solvency and re- 
stored confidence. 


A New Generation Moves Up 

By the time of his death on a 
pilgrimage to his childhood birth- 
place, in 1911, a new generation 
had already taken hold. Erwin, 
Joe, and Robert Uihlein were car- 
rying forward the family tradition, 
pioneering the now-familiar 
“brown bottle” that protected the 
delicate flavor of the brew, facing 
the crisis of prohibition. 

Though most of the sprawling 
buildings in Milwaukee were silent 
and empty, the leaders of Schlitz 
considered plans to rebuild their 
plants from the ground up. The 


Workmen who rebuilt Chicago 
after the fire discovered Schlitz . . . 


Planning made the rebuilt facilities 
that were ready on Repeal day. 


decision was made, “to gamble on 
faith in the American people” and 
on the day of repeal, in 1933, a 
new era began. 


The Credo of a Company 

Toward the Light takes its title 
theme from the credo that “man, 
even though he is struggling in the 
dark, can and will move inevitably 
toward the light.” Expanded fa- 
cilities are presented in modern- 
day sequences that show new 
plants in New York, Los Angeles, 
Kansas City and Tampa. Under 
Erwin Uihlein, renewed emphasis 
on “a business founded on people 
with pride in their crafts” conveys 
the image of a company whose 
position of leadership in its com- 
petitive field is soundly based on 
its faith in the future. The film 
amply justifies its title. » 


and Hansen’s yeast made it pos- 
sible to challenge the world market. 


Erwin Uihlein asks “can we cap- 
ture a personal business in print?” 
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Industry film men and studio technicians pictured at F & B seminar. 


Florman & Babb Host Animation Seminar 


Companies and Producers Share Techniques in New York 


A HUunpbrep film artists 
and technicians attended the 
workshop-seminar on animation 
film techniques held in New York 
on June 12-15 under the auspices 
of Florman & Babb, Inc. 

Among the 70 companies and 
organizations whose representa- 
tives attended the sessions were 
General Electric, Bell Telephone, 
Ford, General Motors, 1.B.M., 
Shell Oil, Lockheed, Martin, North 
American Aviation, Boeing, Thio- 
kol, Eastman Kodak, Republic 
Aviation, Continental Can, etc. 
Also attending the four-day work- 
shop-seminar were representatives 
from such lead motion picture and 
TV production firms as Jam 
Handy, NBC, Holland-Wegman, 
Canadian Broadcasting Corp., 
Robert Lawrence Productions, Bay 
State Film Productions. 

Pittaro Opens Seminars 

Ernest M. Pittaro, TV Film 
Production Supervisor at Dancer- 
Fitzgerald-Sample, Inc., led the 


first seminar, discussing in detail 
the basic techniques involved in 
animation film production. 

A special highlight of the semi- 
nar sessions was the panel discus- 


Panelists Bob Klaeger and Robert 
Yung talk on story boards 


sion on different aspects of the 
storyboard. The panel, which con- 
sisted of William R. Duffy, of 
McCann-Erickson; Robert Klaeger, 
of Klaeger Film Productions; 
Robert Yung, of Elektra Film 
Productions; and Eli Feldman, of 
Pelican Films, was moderated by 


Story board panelists (/ to r): Mary Ellen Bute (Nemeth;) Wm. R. Duffy 
(McCann-Erickson); Robert Yung (Elektra); and Eli Feldman (Pelican). 


Mary Ellen Bute, of Ted Nemeth 
Studios. Each panelist introduced 
a special selection of animation 
films and answered questions from 
the floor on the problems encoun- 
tered in originating and developing 
story concepts in these films. 

A special workshop session in 
advanced animation techniques 
was devoted to the showing of 23 
animated film commercials sub- 
mitted to the recently held Ameri- 
can TV Film Commercials Festi- 
val. In many instances the com- 
mercials were re-run a number of 


Host Arthur Florman (in ctr, dark 
glasses) demonstrates animation 
technique to Seminar guests. 


times and stopped on a specific 
frame under analysis. 

The list of guest speakers in- 
cluded Maurice Levy, of Eastern 
Effects, Inc.; Peter Cooper, of 
Robert Lawrence Animation, Inc.; 
Irving Scheib, of QQ Motion Pic- 
ture and TV Titles; Kenneth F. 
Drake, of Gene Deitch Associates; 


Vic James, of the Arriflex Corpo- 
ration; and Herbert Kerkow, of 
Herbert Kerkow, Inc. 


Wide Range of Subjects 

The speakers led discussions 
that covered a wide range of topics 
from studio organization, titles, 
special effects, creative problems, 
producer-agency-client relations to 
the utilization of new techniques 
such as the Technamation process. 
Field trips were made to the Du 
Art Film Laboratories and the 
Ansel Studios, a New York anima- 
tion film production firm. 

Warren Portman, animation 
equipment designer and manufac- 
turer, led six workshop sessions. 
He discussed such topics as the 
preparation of art work, the basic 
operation of the animation stand 
and compound, the use of the 
animation camera and the special 
features of the Triplex stand. Two 
full sessions were devoted to ad- 
vanced animation techniques. A 
special series of slides were shown 
to illustrate in close-up the various 
operations under discussion. 


May Become Annual Event 


Greatly pleased by the enthusi- 
astic response of the participants, 
Arthur Florman, who originated 
the idea of this first animation film 
seminar and workshop, indicated 
that the event may become a regu- 
lar feature of his company’s ser- 
vice to the film industry. » 


Two New Science Films From Bell Laberatories 


vx Continuing a program estab- 
lished three years ago to make 
audio-visual aids to science educa- 
tion primarily on the college and 
university level, the Bell Telephone 
Laboratories is offering two new 
sound motion pictures for use in 
science and engineering classes. 

The films, Memory Devices and 
Similarities in Wave Behavior, 
were prepared under the guidance 
of Bell Laboratories’ scientists and 
engineers. 

Memory Devices (16mm, 
sound, color, 27 minutes) is a nar- 
ration which shows information 
storage devices used in modern 
computing machine memories and 
explains how binary information is 
stored in them. Basic concepts 
and terms are explained and op- 
e-ating mechanisms are described. 
Also shown are punched card and 
tapes, relays, magnetic tapes and 
drums, and other memory devices. 

Similarities in Wave Behavior 
(16mm, sound, b/w, 26 minutes) 
is a demonstration-lecture by Dr. 
J. N. Shive of Bell Laboratories, 
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Specially built machines and slow- 
motion effects simplify the demon- 
strations as he discusses similari- 
ties that exist in the behavior of 
waves in various mechanical, elec- 
trical, acoustical and optical wave 
systems. 

These new films are the seventh 
and eighth productions completed 
by Bell’s college-level educational 
unit. Other films in the series are 
Brattain on Semiconductor Physics, 
Crystals—An Introduction, Sub- 
marine Cable System Development, 
all 16mm color-sound motion pic- 
tures. 

Also, The Formation of Ferro- 
magnetic Domains, and Zone Melt- 
ing, both color-sound filmstrips. A 
two-record album entitled “The 
Science of Sound,” containing 
demonstrations of acoustic phe- 
nomena has also been produced. 

All audio-visual aids this 
series are designed for classroom 
use and contain no advertising. 
They are available on free loan 
through local Bell Telephone Com- 
pany offices. 
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It’s the Picture That Counts... 


For quality production, more and more of the quality accounts are 
entrusted to MPO’s care . . . and below is a list of companies whose mo- 
tion pictures* are currently being produced by MPO: 


CONSOLIDATED NATURAL GAS COMPANY JOHNSON & JOHNSON 


E. I. DUPONT pe NEMOURS & COMPANY MONSANTO CHEMICAL COMPANY 
FORD DIVISION, FORD MOTOR COMPANY PAN AMERICAN WORLD AIRWAYS 
FORD MOTOR COMPANY SWIFT & COMPANY 

GREATER NEW YORK FUND UNITED STATES ARMY 

GULF OIL CORPORATION UNITED STATES RUBBER COMPANY 


UNITED STATES STEEL CORPORATION 


*20 to 30 minutes in length. 

For detailed information regarding MPO’s Creative staff and studio facilities, write or 
call Judd L. Pollock, 15 East 53rd St., New York 22, New York, MUrray Hill 8-7830 


Productions, Juc. 


in NEW YORK CITY 
15 East 53rd Street 
Murray Hill 8-7830 
in HOLLYWOOD 
4024 Radford Avenue 
POplar 9-0326 
in DEARBORN, MICH. 
921 Monroe Avenue 
CRestview 8-4412 
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HE Success STORY of Chi- 

cago’s Geo. W. Colburn Lab- 
oratory, now celebrating its Silver 
Anniversary, can be credited for 
the most part to the men behind 
the growth of the company. 

The development and advance- 
ment of the laboratory since its 
formal organization in 1935 is re- 
flective of its dynamic founder and 
president, George W. Colburn. 
Stories highlighting his life tend 
to shape the history of the com- 
pany ever since he converted his 
grandfather’s gas stereopticon to a 
home movie projector. 

This was a remarkable feat, 
since he did it at the age of 16, 
with the aid of hair pins, Tinker 
Toys, and a Mechano set. 

Built 9.5mm Printer in ‘28 

When his grandfather passed 
away in 1928, the family turned 
to George to have copies made of 
some movies that were taken of 
grandfather on 9.5mm motion pic- 
ture film. After scouring the Mid- 
dlewest unsuccessfully trying to 
find a source to handle this print- 
ing, he decided to build his own 
printing machine. Several months 
later he received his first inquiry 
from St. Louis requesting conver- 
sion of footage of 9.5mm Pathe 
film to 16mm film. 

By 1934, these inquiries were 
arriving from all parts of the world. 
There were 28mm, 17.5mm, and 
9.5mm sizes to be transferred to 
16mm and the 8mm size came 
into existence. 

By this time, George had built 
his third and fourth precision 
printer and could accommodate all 
three different sizes of film. With 
this newly-design ed and built 
equipment, George proceeded to 
put an ad in “Movie Makers” 
Magazine that announced the new 
and special Colburn service of re- 
ducing 16mm to 8 mm films. Be- 
fore long, orders began to pour in. 


Bob Colburn Joins Company 


Progress of this type continued. 
In 1935, Robert A. Colburn joined 
his brother as a partner. The 
following year another brother, 
John, added his services and the 
laboratory moved from George's 
home quarters to Chicago’s Mer- 
chandise Mart. Shortly after, the 
fourth Colburn, Francis, joined the 
rapidly expanding new company. 

In 1940, sound recording and 
mixing equipment and studio were 
added. During World War II, the 
Slide and Filmstrip Department 
grew while working on aircraft 
identification slides and other train- 
ing devices. 

Incorporation came in 1946, and 


A Silver Anniversary Starred With 


Colburn Laboratory 


Success— 


Has a 25th Birthday 


An Industry Leader, Geo. Colburn Founded Company in 1935 


the lab moved to its present loca- 
tion at 164 N. Wacker Drive, 
Chicago. Equipment and product 
additions were made, and in nine 
years the company had expanded 
and taken over the entire building 
—six floors. In 1956 and 1957, 
extensive color processing equip- 
ment was added to operations. 

Employment Nears 100 Today 

Employee figures tell a story in 
themselves. They jumped from 10 
in 1942 to five times that in 1950; 
total personnel now nears the 100 
mark. 

The impetus for progress comes 
from George Colburn, who has led 


the national affairs of the labora- 
tory in recent years. His recogni- 
tion is not limited; he is promi- 
nently identified as chief executive 
of the Association of Cinema Lab- 
oratories. 


Milestones of Achievement 

In addition to President Col- 
burn, the company is headed up by 
an impressive group of able tech- 
nicians and executives who, with 
similar aims and ingenuity, are 
rapidly marking off the milestones 
of achievement, growth, and ad- 
vancement for the Laboratory. 

We wish George and his team 
all success in the years ahead. 
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Cameras: |6mm & 35mm—Sound 
(Single or Double System)—Silent 
Hi-Speed 


Lighting: Arcs—incandescents 
Spots—Floods—Dimmers— 
Reflectors—All Lighting Accessories 


Sound Equipment: Magnetic— 
Optical—Mikes— Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Dollies: Crab—Western—Portable 
Panoram—Cranes 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 


Generators: Portable—Truck 
Mounted 


Editing Equipment: Moviolas 
—Vie.vers—Splicers—Rewinders 


Projection Equipment: |6mm&_— 
35mm—Sound & Silent—Slide 


Every piece of equipment is 


checked out to perform “better 


than new.” 


Your accountant will explain 


the tax benefits of renting 


versus buying. 
CECO 


servicing free of charge. 


provides all 


More experts use CECO Rentals 
more often — because if we don't 
have it, who has? 

Branch: 
CAMERA EQUIPMENT CO., INC. OF FLORIDA 

1335 East 10th Avenue « Hialeah, Florida 


SALES - SERVICE - 


C FUCKER 


Equipment CO. * City 


*CECO—Trademark of Camera Street 


Continuous ° New York « JUdson 6-1420 
th : 
Television: Closed Circuit TV Gentlemen FREE complete catalogue 
O’hare Camera Car: : Name 
* Firm 


Zone——State. 
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GAMERA ©..INC. 


Department $64, 315 West 43rd Street, New York 36, 


Above: artist Maneck presents a 
painting of her husband to Mrs. 
George Colburn at open house. . 


Unveil Portrait of Founder 

on Colburn’s Anniversary 

yr A color portrait painting of Geo. 
W. Colburn, founder of the motion 
picture laboratory bearing 
name, was recently presented to 
Mrs. Colburn by staff artist Werner 
Maneck. The presentation was 
made in the executive offices of the 
laboratory at 164 N. Wacker, Chi- 
cago, Ill. as part of an open house 
celebration marking the lab’s 25th 
anniversary. 

During the festivities that in- 
cluded a tour of the lab facilities, 
Mr. and Mrs. Colburn hosted sev- 
eral hundred visiting film makers, 
technicians, and company em- 
ployees. 

Mr. Colburn heads one of the 
outstanding pioneer organizations 
of the business motion picture 
field. One of the directors of the 
Society of Motion Picture and 
Television Engineers, Colburn is 
recognized on a world-wide basis 
as an inventor and scientific re- 
searcher in the motion picture 
field. 


Animation Inc. Completes AF- 
Navy Training Film Series 

ve The third and final film in a 
series of safety training films has 
been completed by Animation, 
Inc., of Hollywood, for the Navy 
and Air Force. 

Flight Deck Safety, an animated 
motion picture written and pro- 
duced by Animation, will be used 
to indoctrinate personne! with safe- 
ty measures on aircraft carriers. 
Previously, Animation has com- 
pleted a Navy film on air station 
safety and an Air Force film titled, 
Beyond the Stick and Rudder. 

“Making films which will both 
teach and be interesting is a chal- 
lenge we have met most effec- 
tively,” commented Earl Klein, 
president of Animation, Inc., on 
the completion of Flight Deck 
Safety. “The Navy, in a very un- 
usual series of actions, accepted 
our product with little change. 
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“To inspire more and better suggestions, we use sound movies 
we make ourselves...” says Fred Denz, Manager, Suggestion Plan, Remington Rand Division of Sperry-Rand Corporation 


“We film many new efficiency-producing meth- 
ods submitted as suggestions from our various 
plants and offices. We show these suggestions 
in use and add our own sound to the film— 
narration as well as sound effects. The most 
efficient way I know to do this is with this un- 
usual Kodak Pageant Projector. It records 
sound on film, lets us change or correct the 
narration if we want to. (It also shows good, 
bright movies anywhere, and hasn’t needed re- 
pair in three years of hard use.) 

“We show our finished movies to manage- 
ment, supervisors, employees. And when they 


see how easy some valuable suggestions look, 
they're inspired. New, efficiency-improving sug- 
gestions roll in. And at a very low cost.” 

The projector Fred Denz talks about is the 
Kodak Pageant 16mm Sound Projector, Mag- 
netic-Optical. With it you can add sound to or 
update any 16mm movie. You can change sound 
any time... to fit different audiences for sales 
movies, for example. You can even add foreign 
language narration to a film with no costly 
problems. 

Mail this coupon today for detailed infor- 
mation about this Kodak Pageant Projector. 


‘ 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N. Y. 
Please send me the literature checked below. 
| understand no obligation is involved. 
(CD V3-44 booklet describing Kodak Pageant 
16mm Sound Projector, Magnetic-Optical 
CD Reprint of “Make Your Own Movies,” de- 
scribing the Fred Denz procedure 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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-EDICAL FILM History is be- 
Mine made by the currently 
successful motion picture Hospital 
Sepsis: A Communicable Disease. 
This documentary film for profes- 
sional audiences, which analyzes 
the problem of increasing concern 
in hospitals—the occurrence and 
spread of staphylococcus and other 
infections—is being exhibited on a 
worldwide basis. More than 550 
prints have been made of the film 
in four different languages, with 
two more versions in production 
now. 

In terms of a single case history, 
graphically illustrated by anima- 
tions, prints, and charts, the film 
demonstrates that control of bac- 
terial infections in hospitals can 
only be achieved by the alert action 
of every element of the hospital 
team, from surgeons in the oper- 
ating room to the maintenance 
personnel who scrub floors and 
supervise systems of ventilation. 

Answer to Vital Problems 

The realization of an immediate 
problem and the necessity of edu- 
cating hospital personnel in ways 
to combat that problem created the 
need for this motion picture. Noted 
men in the medical field pooled 
their talents and research in the 
preparation of the film. 

Verification of its scientific con- 
tents and visual effectiveness are 
the result of the collaboration of 
Dr. Carl W. Walter, associate clini- 
cal professor of surgery at Harvard 
Medical School; Dorothy W. 
Errera, R.N., of the Institute for 
Operating Room Nurses; Dr. 
Prather Saunders and Dr. Robert 
S. Myers, of the American College 
of Surgeons; Dr. Dean A. Clark 
and Daniel Schechter of the Amer- 
ican Hospital Association, and Dr. 
Stuart Mudd, Chairman of the 
Committee on Research of the 
American Medical Association. 

Coordinated by Ralph Creer 

The project was coordinated by 
Ralph P. Creer, director of the de- 
partment of medical motion pic- 
tures and television of the AMA. 

With the cooperation of the 
ACS, the AMA and the AHA, and 
with the aid of the professional 
consultants from these national or- 
ganizations, the film was written 
and produced by Churchill-Wexler 
Film Productions of Hollywood, 
resulting in the medical motion pic- 
ture which is winning acclaim from 
all who have used it. 

Johnson & Johnson, manufac- 
turer of medical and allied prod- 
ucts, made the film and its accom- 
panying teaching manual possible 
through a grant given as a profes- 


THIS MEDICAL MOTION PICTURE IS MAKING HISTORY 


550 Prints of “Hospital Sepsis” in Use 


3 & J Film’s Six Language Versions to Aid Hospitals Abroad 


sional service. Dr. John Hender- 
son, Medical Director of Johnson 
& Johnson, who served the film 
project as its Editor, said “ ... 
important as the film is as a pio- 
neering documentary, it is perhaps 
even more significant as another 
outstanding example of the effec- 
tive pooling of resources and of 
cooperation between members of 
the health team in meeting a com- 
mon problem.” 


Live Action and Animation 

Production-wise, the veteran 
talents of Churchill-Wexler turned 
out the convincing case-study 
documentary with live action tak- 
ing place in an actual hospital 
situation; added to this was the 


Producer Robert Churchill 
ceives American Film Assembly 
award from Ralph Creer. 

highly effective animation which 
helped to put into layman’s lan- 
{guage the medical problem being 


when your films 
are out of circulation 


... 1s the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


dealt with. In commenting on its 
success as a production in other 
countries, Mr. Creer said, “Its ani- 
mation is its chief asset.” 

The prizes won by Hospital 
Sepsis attest to its worth and ac- 
ceptance. The American Film As- 
sembly awarded it the Blue Rib- 
ton; the film was also chosen by 
CINE (Committee on Internat- 
ional Non-Theatrical Events) for 
showing at foreign film festivals to 
represent American motion picture 
production. 

To Show at World Meeting 

The film will be exhibited at a 
combined meeting of the World 
Medical and German Medical As- 
sociations in Berlin this September. 

Currently available versions of 
the award-winning film have sound 
tracks in English, German, 
Spanish, or Portuguese. 

In addition to the American- 
English version, there is also avail- 
able a British-English version 
made to be shown in Great Britain. 
As of the end of March, 1960, 
prints of Hospital Sepsis were in 
circulation around the globe in the 
following countries: Argentina, 
Australia, Brazil, Canada, Eng- 
land, United Kingdom Export 
Countries (10-12 countries), In- 
dia, Mexico, New Zealand, Philip- 
pines, South Africa and United 
States Export Countries (nine 
other lands). 

Prints Booked to Capacity 

“Response to film showings 
around the world has been excel- 
lent and in all cases available prints 
are booked to capacity for several 
months in advance. Showings have 
been directed to selected audiences 
in hospitals and the medical pro- 
fession. Audiences have ranged 
from small groups to a series of 
showings lasting an entire week 
and covering the entire staff of a 
hospital—2,500 people.” reports 
Robert B. Rock, Jr., of Johnson & 
Johnson International. Overseas 
distribution of the film is being 
handled by affiliated companies of 
J&J. 

Testimonial letters continue to 
come in to the sponsoring agencies 
of the film telling of repeated show- 
ings, acceptance by all involved, 
ratings of excellence by reviewing 
panels, recommendations and re- 
quests for further pictures. 

Because of the film’s success and 
of the continuing sepsis problem, 
the creators of Hospital Sepsis are 
planning three more films in a con- 
tinuing teaching series—on wound 
dressings, operating tech- 
niques, and problems of the hos- 
pital nursery. R 
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Mead Johnson Receives American Film Festival Award: at recent 
presentation ceremony in Evansville, Ind. (1 to r) are: J. G. Jackson, 
Audio-Visual Manager; John T. McLoughlin, V. P. and Gen. 
Mer. of Nutritional & Pharmaceutical Div., Mead Johnson; and 
John C. Kennan, President, Society for Visual Education, Inc., 
producers of the prize-winning sound slidefilm. 


Slidefilms Save Time, Gain 
Sales for Insurance Agents 

vy The advantages of an audio- 
visual presentation for saving time 
and gaining sales in the insurance 
field are offered in three programs 
created by the Better Selling 
Bureau, Los Angeles. 

The presentations feature 15- 
minute color-sound slidefilms pro- 
duced by Rocket Pictures, Inc. 
They give concise information from 
a “third party point-of-view,” and 
are valuable in terms of time saved 
in long explanations by the agent. 

This type of audio-visual aid 
can dramatize problems more ef- 
fectively, and present realistic situ- 
ations in a sales talk that gives 
complete coverage of essential 
points. 

The Question Is . . . deals 
with Business Life insurance; The 
Choice Is Yours, for use in selling 
accident and sickness insurance, 
is a detailed, “pull-no-punches” 
film for showing the problems of 
disability to prospects. 

A third program consists of two 
films useful for recruiting career 
life underwriters; film ¢1 sells the 
career in What Do You Wani?, 
and film ~2 is a follow-up, Just 
To Be Sure. 

For literature on the three pro- 
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grams, write to Better Selling 
Bureau, 6108 Santa Monica Boule- 
vard, Los Angeles 38, California. 
Mention BUSINESS SCREEN. 
* * * 

Swank’s Uses Audio-Visuals 

To Tell Own Service Story 

vy Department heads of Swank’s 
Inc. show outstanding faith in 
their products and services. At a 
special management meeting, each 
of the firm’s seven department 
heads utilized in his presentation 
to the group, one or more of 
Swank’s electronic, audio-visual de- 
vices. Using the audio-visual equip- 
ment, each manager explained his 
department’s scope of activity and 
potentialities for greater service to 
Swank’s customers. 

Swank’s Inc. is one of America’s 
largest audio-visual suppliers, serv- 
ing industry, organizations, busi- 
nesses, religious and educational 
institutions throughout the country, 
with offices located at 621 N. 
Skinker, St. Louis 30, Mo. ty 

Come Fly With Me; Stewardess 
Training at American Airlines 

American Airlines invites the 
public to Come Fly With Me in 
their color, widescreen film cur- 
rently being produced by Filmaster 
Productions, Inc. The 29% min- 
ute motion picture is a dramatic 
treatment of the American Air- 
lines’ Stewardesses and their train- 
ing, to enhance air travel by 
American. 

American’s stewardesses play 
roles about themselves, at the 
Training College in Fort Worth, at 
Filmaster’s studios in Hollywood, 
and on location in New York and 
Mexico City. Come Fly With Me 
will be used as a public influence 
picture for national release. Ue 
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...in the largest, most 
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AND FIFTH SOUND HEADS 
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NETIC SOUND HEADS. 


CAMART ADD-A-UNIT EXTEN 
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extra belt guard, flange, flexi- 
ble coupling assembly, sep- 
arate volume controls, for 
each head, and amplifier at- 
tachments (for Moviola Series 
20 machines)... 


$325 f.0.b. N.Y. 


Separate sound heads or take-ups 
additional. Prices on request 


An Important Addition to Your Editing Equipment 
ADD-A-UNIT for Your Model #20 Moviola 


Add one, two or more combinations. 
Combine voice—music—sound ef- 
fects on three different heads. 
Complete with extra belt guard, 
flange, flexible coupling assembly, 
separate volume controls for each 
head and amplifier attachments. 


The original CAMART ADD-A-UNIT EXTENSION PLATE is available only at the Camera 
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Above: a scene in “Green Moun- 
tain Legacy” which has received 
1960 film festival honors . . . 


Pioneer Spirit of America 

in Green Mountain Legacy 

vy Telling the story of the birth of 
a part of Americana, Green Moun- 
tain Legacy traces the pioneering 
spirit of the state of Vermont from 
the earliest days of colonial sur- 
vival down to the present. The 
do-it-yourself ruggedness of this 
New England state was part of the 
contribution to the legacy of 
America, and part of this legacy 
is the story of Doctor Dewey. 
Dewey, father of Admiral Dewey, 
felt a concern for the future of 
those left in isolated homes when a 
father or husband died, which led 
to the growth of the ninth oldest 
insurance company in our nation. 
It is a film for schools, churches, 
parent groups, anyone interested 
in the development of this country. 

Produced by Bay State Film 
Productions, Inc. for the National 
Life Insurance Company of Mont- 
pelier, Vermont, Green Mountain 
Legacy has been in national dis- 
tribution since January 1960, and 
has already gained recognition at 
the Columbus Film Festival by 
winning a Chris Award in May, in 
addition to picking up a certificate 
at the American Film Festival in 
New York in April. 

This 28'2-minute, color-sound 
film features a Broadway cast 
headed by Peter Thompson and 
Jackie Gomm, and is being shown 
nationally via TV and non-theatri- 
cal showings through arrangement 
with Associated Films, Ridgefield, 
New Jersey. 

* *” * 

Growth of a Language, USIA 
Film for Teachers Overseas 

vr In order to present the latest in 
modern instruction techniques, up- 
to-date textbooks, and visual aid 
materials to teachers of English in 
Overseas posts, and United States 
Information Agency conducts an- 
nual seminars. 

The latest feature for these semi- 
nars is a three-reel, 16mm _ film 
titled Growth of a Language, pro- 


WHAT’S NEW IN BUSINESS FILMS 


Insurance Firm's Traditions: New Safety Films of the Month 


duced by the USIA’s Motion Pic- 
ture Service. The film presents 
the historical development of Eng- 
lish in America and demonstrates 
the way in which the language has 
served as a “melting pot” borrow- 
ing vocabulary from a large num- 
ber of the world’s languages. 
Two other USIA films on the 
English language have been widely 
used abroad; they are, Teaching 
English Naturally, and Teaching 
English Grammar. Last year, more 
than 6,000 English teachers viewed 
these films and participated in 77 
seminars in Latin America, the 
Near and Far East, Africa and 
Europe. 


Filmaster Pix Tells Story 

of United Community Funds 
xy A Town Has Two Faces, 14% 
min., b/w, is a widescreen public 
information film recently com- 
pleted for the United Community 
Funds and Councils of America. 
Charles E. Skinner, head of Fil- 
master Productions’ Business and 
Industrial Film Department, pro- 
duced and directed this film which 
will be used to inform the general 
public of community problems, the 
need for their help, and the value 
of United Giving. It will be shown 
non-theatrically, and on television, 
using 20-, 30-, and 60-seconds- 
long segments from the film. 


; — 


Here’s how leading industrialists 


convey ideas successfully! 


Filmed presentations in modern industry have proven their value—for 
training, sales presentations and public relations programs. One key to 
successful use of AV materials is the screen upon which your program is 
projected. Da-Lite Projection Screens are the finest quality available— 
whether you need an Electrol*screen or a Vidiomaster 
portable tripod model. The White Magic glass- 
beaded surface permits big-picture vision with 
clarity and natural color. Da-Lite Screens with the 
new lenticular surface permit movie and slide 
presentations in rooms not completely darkened. 


Serving 


WRITE TODAY! For 
industry literature 4 e 
the Da-Lite franchis 6 
for over AV dealer neor you 
halfa for demonstration! 


SCREEN COMPANY, INC., WARSAW, IND. 


century! 


Nat‘l. Safety Council Uses 

Film for Campaign Kickoff 

ve “Safety .. . Everywhere .. . All 
the Time” is the slogan of a new, 
continuing campaign of the Na- 
tional Safety Council. Kickoff for 
the campaign is a 23-minute color 
film depicting the involvement of 
a factory worker and his family 
in a near-tragic boating accident. 

The aim of the campaign is to 
make safety an around-the-clock 
family affair, and is intended to 
save industrial concerns from con- 
ducting separate on-the-job and 
off-the-job safety campaigns which 
often compete for employees’ at- 
tention. 

Further information on the cam- 
paign and available materials may 
be obtained from the National 
Safety Council, 425 N. Michigan 
ave., Chicago 11, Il. 

ok 
Three New Films in Ford's 
Useful Driver Education Series 
vy The popular driver education 
series of films from Ford Motor 
Company has been expanded with 
the premier of three new motion 
pictures at the Fourth Annual Con- 
ference of the American Driver 
and Safety Education Association, 
held at San Jose (Calif.) State 
College, June 17-19. 

The latest additions are: 

—City Driving, dealing with 
driving techniques in the heavy 
traffic of metropolitan areas; 

—Highway Driving, pertaining 
to high-speed travel on modern 
highways; 

—Driving Under Special Condi- 
tions, such as in darkness and fog, 
on wet and slippery pavements, 
and in other hazardous situations. 

The films, 16mm b/w, from 17 
to 22 minutes long, were produced 
by the Ford motion picture depart- 
ment with the counsel of the Na- 
tional Education Association's 
committee on safety education. 
They are available to TV stations, 
schools and organizations for 
driver training purposes, on a free 
loan basis or purchased at print 
cost from Ford film libraries. 

The series includes four other 
films: Automatic Transmissions, 
Pedestrians, The Smith System of 
Safe Driving, and Driving the 
Superhighways. 

* * * 
Contractor’s Film Relates 
Safety Controls to Success 
wx The High-Low Bid, a new film 
on building construction safety 
sponsored by Employers Mutuals 
of Wausau, in cooperation with 
the General Contractors Associa- 
tion of Milwaukee, was recently 
shown in “sneak preview” to rep- 
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resentatives of the two organiza- 
tions at Employers Mutuals Mil- 
waukee branch office. 

The main purpose of the film’s 
production, according to F. W. 
Braun, vice president in charge 
of accident prevention for Em- 
ployers Mutuals, is to convince 
building contractors that safety 
performance has a great bearing 
on their overall success; that if 
accident controls are not firmly 
established, production costs can 
be so much affected that a con- 
tractor’s job bidding is no longer 
competitive. 

The 27-minute color film was 
produced by Geisel Studios, Inc., 
Wausau. It is available to con- 
tractors and associations within 
the construction industry on free 
loan, and prints may also be pur- 
chased. Information concerning the 
film can be obtained from Em- 
ployers Mutuals’ accident preven- 
tion department, Wausau, Wiscon- 
sin. 

* * 
Bell Uses Film of Live Show 
for Simultaneous Premieres 
vr In a reversal of the usual proce- 
dure, Jerry Fairbanks Studios of 
Hollywood filmed a live production 
before it had its stage premier. 
Yellow Gold is a stage production 
by the Bell System, introducing a 
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new service to aid advertisers in | 
placing Yellow Page ads. 

The purpose of filming the pres- 
entation first was to be able to 
show the film simultaneously to 
advertising and agency executives 
in areas not covered by a 13-city 
“live” tour. 

* 
Informative Film on Carbon 
Arc Projection Now Available 
ve Carbon Arc Projection, a 15- 
minute color /sound motion picture 
demonstrating the optics of motion 
picture projection and the unique 
role played by the carbon arc in 
the broad science of light, sight 
and color is again being made 
available for showing to exhibitor 
and projectionist groups by Na- 
tional Carbon Company, Division 
of Union Carbide Corporation. 
The technical information in the 
film is a valuable tool in explaining 
and demonstrating the importance 
of the color quality of the light 
source in good motion picture pro- 
jection. 

Divided about equally between 
live action and animation, the film 
explains what the carbon arc is and 
how it operates, illustrating how the 
high-intensity light source has both 
the brilliance and color balance re- 
quired for projection and produc- 
tion. One animated sequence pre- 
sents a diagrammatic description 
of the optical systems used in pro- 
jection equipment for harnessing 
the tremendous intensity of light 
necessary for modern motion pic- 
ture screens—especially those cre- 
ated for wide-screen systems and 
the huge expanses of screen now 
common in outdoor theatres. 

Also included is a demonstra- 
tion of how a motion picture film 
acts as a filter to reproduce on the 
screen the colors that are possible 
only if those colors are in the light 
source used in the projection 
equipment. To obtain a print of 
the film for free showings (specify 
16 or 35mm) write: Mr. J. W. 
Cosby, National Carbon Company, 
270 Park Avenue, New York 17, 
N.Y. IQ: 

* 
Eastman Lab in Washington 
Processing 16mm Ektachrome 
vy One of the biggest boons to the 
Washington, D. C. film industry has 
been the recent announcement that 
Eastman Kodak's lab is now in 
a position to process 16 mm com- | 
mercial Ektachrome and Ekta- 
chrome E R (high-speed) film, 
daylight, and type B. No more 
long waits for transportation back 
and forth to the Flushing lab—but 
24 hour service. 
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Mel London. . 


. joins Wilding 


Mel London Exec. Producer at 
Wilding’s Eastern Division 

vy Mel London, formerly Execu- 
tive Producer at Transfilm-Caravel, 
New York, has been appointed 
Executive Producer of the Eastern 
Division of Wilding, Inc., New 
York, producer of business and in- 
dustrial motion pictures. 

London has earned many awards 
as producer, director, and writer 
in the fields of industrial motion 
pictures, documentary films, televi- 
sion commercials and dramas. 
Aluminum Is Not Only Aluminum 
an industrial motion picture he re- 
cently produced, directed and 
wrote for the Aluminum Company 
of America, was selected by CINE 
(Committee for International Non- 
Theatrical Events) for screening at 
foreign film festivals. I 

Bell & Howell international 
Division Under E. F. Wagner 

vy Everett F. Wagner has been 
named vice-president of an ex- 
panded international division of 
Bell & Howell Company, according 
to Charles H. Percy, president. 
Wagner has been vice-president of 
manufacturing for Bell & Howell’s 
photo products division. 

In his new post, Wagner will 
direct the international activities 
of Bell & Howell and its subsi- 
diaries, including Consolidated 
Electrodynamics Corporation of 
Pasadena, with these activities cen- 
tralized in a single division in Chi- 
cago. He will be responsible for 
exports as well as all foreign manu- 
facturing and licensing arrange- 
ments. Bell & Howell, which now 
sells its products in 88 countries, 
plans to expand these operations. 

Wagner came to Bell & Howell 
in 1944 as an electronic engineer. 
Subsequently he served as quality 
control manager, general superin- 
tendent of manufacturing and man- 
ager of the optical division. In 
1957 he was elected assistant vice- 
president of manufacturing with 
responsibility for the company’s 
optical, slide projector divisions. 
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Staff Appointments of the Film Producers and Manufacturers 


Andre’ H. Carbe Named Exec. 
Producer for O’Connor Co. 
vy Walter G. O'Connor, president 
of the Walter G. O'Connor Com- 
pany of Harrisburg, Pa., recently 
announced the appointment of 
Andre’ H. Carbe as Executive 
Producer in charge of the com- 
pany’s motion picture division. 
Carbe has been associated with 
major film studios — Columbia, 
RKO, and Fox — both here and 
abroad. He specialized in recent 
years as a writer-director of adver- 
tising and public relations films in 
New York City. During World 
War II Carbe, who speaks four 
languages, served as a motion 
picture specialist with the U. S. 
Army Signal Corps and later was 
assigned to the Information Con- 
trol Division USFET, where he 
headed the Munich Bureau of the 
“World In Film” newsreel. yy 


Woolf Named Producer-Acc’t 
Exec. at Graphic Pictures 

vy Larry Woolf has joined Graphic 
Pictures, Inc., Chicago, as pro- 
ducer-account executive, it was 
announced by Robert Estes, presi- 
dent of Graphic Pictures. 

Woolf left the position of crea- 
tive sales director at Filmack 
Studios to join the Graphic organi- 
zation, which now features a $350,- 
000 video tape installation as part 
of its new expanded facilities for 
the production of industrial mo- 
tion pictures and slidefilms, closed 
circuit TV, and television com- 
mercials. The film’s new studios 
occupy the two top floors of Daily 
News Plaza, 400 West Madison st. 

Woolf previously held a post 
with Dancer-Fitzgerald-Sample, 
Inc. as agency supervisor, and was 
also radio-tv director of Christian- 
sen Advertising Agency, Chicago. 
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Dermid Maclean Joins Telic 
vx Telic, Inc., N. Y. has announced 
the appointment of Dermid Mac- 
lean, former vice-president and 
senior director at Paul Hance Pro- 
ductions, as producer-director. 

Mr. Maclean’s diversified back- 
ground includes a post as camera- 


Dermid Maclean .. . to Telic, Inc. 


man for International Business 
Machines; 10 years as the personal 
photographer to R. J. Reynolds. 
Credits include the first color film 
shown on Broadway and a later 
Golden Reel winner for the Corn- 
ing Glass Company. a 


* 


Bowman Named Sales Mgr. 

at Tandberg of America, Inc. 
ve The appointment of Robert F. 
Bowman, Jr. as sales manager of 
Tandberg of America, Inc., Pel- 
ham, N.Y., exclusive distributors 
of Elite 8mm. sound projectors 
and Tandberg stereo and monaural 
tape recorders has been announced 
by Eric Darmstaedter, president 
of the firm. 

Bowman has been with the or- 
ganization since 1957 and was 
formerly district sales manager for 
Davol Rubber Company. a 


* * + 


Animation, Inc. Adds Design 
Specialist; Names Sales Rep 
vv Animation, Inc., Hollywood 
producers of animated television 
commercials, has announecd two 
personnel additions. Jacques Rupp 
has joined Animation as a designer 
in an expansion of the creative 
staff. Rupp has done designing 
for both Walt Disney Studios and 
U.P.A, 

Art Director Morrison Fetzer of 
Danner-Fetzer, San Francisco 
artists representatives, has been 
appointed to represent Animation, 
Inc. in the Northern California 
area. In addition to this area, 
Animation now has representatives 
in New York, Chicago, Cleveland, 
and Detroit, as well as its home 
office and studio in Hollywood. & 
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| Carl Lenz . . . sales chief 
Modern Talking Pictures, Inc. 
Announces Executive Moves 
vr Several new personnel shifts and 
promotions within the company 
were announced last month by 
Frank H. Arlinghaus, president of 
Modern Talking Picture Service. 
Carl H. Lenz has been named 
Vice President in Charge of Sales. 


QUALITY-BUILT 
Film Shipping Cases 


Best quality domestic fibre 

e Heavy steel corners for 
added protection 

¢ Durable 1” web straps 

e Large address card holder 

with positive retainer spring 

e Sizes from 400’ to 2000’ 


OTHER “QUALITY-BUILT” ITEMS: 
Salon Print Shipping Cases 
Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 
2” x 2” Glass Slide Cases 
Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 
Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 
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He joined Modern in 1946, has 
been in charge of the company’s 
national network of film libraries 
since 1951, and was made a vice 
president in 1954. 

Richard M. Hough, another 


Modern VP, has been transferred | 


from Chicago to Los Angeles 
where he will be in charge of the 


West Coast Sales Division. It is a | 


return to old territory for Mr. 
Hough. He had been with Warner 
Brothers and Allied Film Exhibi- 
tors in California when he joined 
Modern in 1940 to open the Chi- 
cago Sales office. He was made a 
vice president in 1953. 

Ralph J. Del Coro has been 
named General Manager of Oper- 
atons to serve under George G. 
Lenehan, vice president of Adver- 
tising and Operations. Del Coro 
joined Modern in 1953. Since 1955 
he has been manager of the com- 
pany’s television operations. In his 
new assignment he will be con- 
cerned with both television and 
non-theatrical film distribution. 

Richard B. Miles will assist Del 
Coro in supervising the company’s 
30 film libraries and has been 
named National Field Manager of 
Operations. Miles has transferred 
from San Francisco where he was 
Western Division Manager. He 
first joined the company in Kansas 
City in 1954. 

Three new division managers 
have also been named to serve 
under Del Coro. They are James 
McPoland of Atlanta, Southern 
Division; Fontaine Kincheloe, Jr. 
of Kansas City, Central Division; 
and Robert Kelley of San Fran- 
cisco, Western Division. a 


* * * 


Jack Elliott Forming New 

Film Production Company 

ve Jack Elliott, national creative 
director for W. B. Doner and 
Company, in Detroit, recently an- 
nounced that he is leaving that 
post to establish his own business, 
Jack Elliott Productions, Ltd. The 
new firm will maintain offices in 
New York, Detroit, and Las Vegas, 
with an operational tieup in Paris, 
France. The company will produce 
television and radio commercials, 
with a separate department han- 
dling industrial motion pictures. 


* * 


Veteran Film Editor Forms 

Production Company in NY 

yy Jerome G. Forman, Sports and 
Special Projects Film Editor for 
Telenews and Hearst Metrotone 
News since 1947, has formed his 
own company, Allegro Film Pro- 
ductions, in New York City. 


* 1960 


Don’t Take Your Audio-Visuals 


into a DARK HOLE! 


USE MODERN REAR-PRoJECTION LENSCREEN 


the screen that conceals the projector but NOT the AUDIENCE! 


Millions of tiny lenses in LENSCREEN transmit the image through 
this new rear-screen media. You get unbelievable picture quality in 
full room illumination. 


LENSCREEN is perfect for sales presentations, shop windows, train- 
ing classes, exhibits, conference rooms, photo backgrounds, television 
studios, etc. Available in glass or plexiglas rigid types for permanent, 
sound-proof In-Wall installations. Also available in flexible materials 
“‘by the yard’’ or equipped with stands ready to use. 


Send for complete kit of new Audio-Visual ideas— 
helpful, revealing—you'll be glad you did! 


| POLACOAT INC. 9750 Conklin Rd., Cincinnati 42, Ohio 


YOU HAVE A PRODUCT TO SELL! 
Haverland Service can sell it ! 
We're aiming at the soaring, prosperous sixties with 


budget-minded-but skillful-productions that have built-in 
“sellability.” 


Check Our References! 


HAVERLAND '!NDUSTRIAL-EDUCATIONAL-TV FILMS 


FILM PRODUCTIONS 04 w. 76th St., New York 23 + TRafalgar 4-1300 


‘brary and 

TITLE MUSIC 
For Every Type of Production 


EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 cast asin st. v.17, 


tbrary 
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Experts Behind Cameras at 

the Patterson-Johansson Fight 

vy Ever wonder what is back of 
those deceptively simple, but eye- 
opening motion pictures of the 
championship fights? Take the 
latest Patterson-Johansson film— 
which has been called one of the 
best fight pictures of all time. To 
insure that every angle of the fight 
would be covered—two or three 
times over for safety—Director of 
Photography Frank C. Zucker, 
A.S.C., used thirteen cameras, all 
from his own stock at Camera 
Equipment Company, which he 
heads. 

Ten cameramen and ten assist- 
ant cameramen from Local 644, 
1.A.T.S.E., were in Mr. Zucker’s 
crew. Four Mitchell NC’s equip- 
ped with telephoto lenses and one 
standby NC were provided for 
normal speed shooting from 
the camera stand. Also from this 
location were three Mitchell High- 
Speed cameras for slow-motion 
shooting and one standby. 

At ringside were two camera- 
men with four Arriflexes shooting 
continuously while assistants 
loaded the spares. 

Mr. Zucker’s films were shot for 
Producer Mannie Spiro of Tele- 
PrompTer. 

oe * 
World Traveler Hank Strauss 
Finishing a Film on Russia 
vy The Odyssey of Henry Strauss is 
marvelous to contemplate. He’s 
now in Kiev or Odessa or Tiflis or 
someplace shooting Russians for 
another in his company’s epic 
series of travel films for Pan Amer- 
ican. 

The month’s Soviet sojourn 
(July 21 to August 23) ought to 
be easy-pie for Hank. During the 
past two years he has produced 
films or taken part in training pro- 
grams or researched new films in 
such unlikely places as the Tibetan- 
Burmese border, or Lake Titicaca 
in Peru-Bolivia. 

The 24-month Strauss itinerary: 
Tahiti, Fiji, Samoa, Hong Kong, 
New Zealand, Australia, Japan, 
Burma, India, England, France, 
Spain, Portugal, Italy, Belgium, 
Netherlands, Germany, Denmark, 
Norway, Sweder, Finland, Peru, 
Bolivia and Ecuador. 

Although traveling by PanAm 
Jet Clipper is about as far from 
roughing it as you can get Henry 
has often had to make his way by 
much more primitive locomotions. 
He arrived at Inle Lake in mid- 
Burma on the back of a mule, 
trekked much of New Zealand by 
war-surplus jeep, and shot some 
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BOB SEYMOUR’S NEW YORK TALK 


A Column of News-Commentary on the Manhattan Scene 


of his best Tahitian footage from 
an outrigger canoe. 
* * 

Telic in Production on Film 
to Demonstrate “dynaF rame” 
vy A demonstration film featuring 
the new dynaFrame process is now 
in production by Telic, Inc., for 
special showings to prospective in- 
dustrial sponsors in the fall. 

Elwood Siegel, President of 
Telic, describes dynaFrame as a 
“mobile masking framework for 
the screen which provides a new 
visual experience by focusing audi- 
ence attention to particular ele- 
ments of the picture, much as an 
art director crops a photograph for 
enhanced dramatic intensity. 

“The process,” he continued, 
“has a further unique feature of 


making it possible, by eliminating 
unnecessary Camera set-ups, to 
effect great savings in production 
costs.” 

Telic, Inc., has been granted the 
exclusive world-wide industrial and 
educational rights to the dyna- 
Frame system, which originated 
from early experimental work in 
Great Britain and the United States 
in 1956. 

Edward Boughton, Vice Presi- 
dent of Telic, said that the com- 
pany has been exploring applica- 
tions of the dynaFrame process in 
cooperation with one of the com- 
pany’s regular clients for the past 
several months. 

Mr. Boughton said that dyna- 
Frame is applicable to either 
35mm or 16mm, b/w or color, and 


Availabl / 


“CAUSE UNDETERMINED” 


. 
Pod 


“CAUSE UNDETERMINED” gc 


Top Awarp WINNER 

a 
P 
National Committee on 
Films for Safety 


\ graphic reminder to utility linemen and others that good 
safety habits are vital to the welfare of those who work with 


electricity. A valuable addition to every safety film library. 


l6mm Color, Sound ¢ Price $200 © Preview Prints Available 


BAY STATE FILM PRODUCTIONS, nc. 


BOX 129 SPRINGFIELD 1, MASS. 


is compatible with all wide screen 
systems, requiring no changes or 
additions to existing cameras or 
projection equipment. “A dyna- 
Frame picture,” he said, “is best 
begun in the mind of the writer but 
can be incorporated in any com- 
pleted motion picture before re- 
lease printing.” 

A Telic production team con- 
sisting of Dermid Maclean, who 
recently joined the company as 
Producer-Director, Will Sparks, 
Writer-Director, and Warren 
Rothenberger, Director of Photog- 
raphy, will be responsible for the 
creative development of the dyna- 


Frame films. 
a 


Sweetman Joins Bay State as 
Affiliate and Associate Producer 
vy Morton H. Read, president of 
Bay State Film Productions, Inc., 
Springfield, Mass., announces the 
affiliation with his company of 
Sweetman Productions, formerly 
of Bethel, Conn. Merrill Sweet- 
man, a veteran film producer with 
several award-winning productions 
to his credit, will be associate 
producer of Bay State. 

Two Sweetman films, The World 
in a Bottle, sponsored by Pepsi- 
Cola, and One Chance-No More, 
sponsored by the American Gas 
Association, are now in production 
at Bay State. 

Recently Bay State Film Pro- 
ductions, celebrating its 17th year, 
completed an extensive expansion 
of production facilities which in- 
cluded doubling the studio space, 
larger and more complete sound 
recording control rooms, with 
soundproof recording studio, an 
animation department and color 
print laboratory. With complete 
printing and film processing facili- 
ties Bay State now has one of the 
most completely equipped studios 
in the East. 

* 


Visual Communication Institute 
Names Capuzzi General Manager 
vy Vincent J. Capuzzi has been 
appointed Executive General Man- 
ager of the Institute of Visual 
Communications, Inc., according 
to an announcement by William J. 
Ganz, President. 

Mr. Cappuzzi, who has been 
with I.V.C. since 1956, will be in 
direct charge of all visual com- 
munications service. yy 


* * * 


vy The University of Virginia will 
host the University Film Producers 
Association annual conference, 
August 7-13 in Williamsburg. 
Virginia. You all come! ye 
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Westrex RA-1627 Mixer 


Westrex’s New Transistorized 
Audio Re-recording Mixer 

vy A completely transistorized 
mixer for audio re-recording has 
been introduced by the Westrex 
Corporation, a division of Litton 
Industries. 

The Westrex Type RA-1627 
Mixer accepts up to eight inputs at 
a nominal level of -Sdbm and pro- 
vides a single channel of equalized 
output in the range of —-20 to +16 
dbm. Input and output connec- 
tions are made through a terminal 
strip on the front. 

A jack field is provided to facili- 
tate special circuit configurations. 
Modular construction makes pos- 
sible configurations to meet any 
need in disk recording, radio, tele- 
vision, public address or motion 
pictures. Access to all electronics 
modules is from the front for easy 
servicing. 

Controls for each input include 
mixer db level, low-frequency and 
high-frequency boost or attenua- 
tion, a three-position switch for 
switching equalizers in or out with- 
out changing overall gain and for 
cutting off the mixer output and a 
two-position switch for inserting a 
mid-range equalizer for dialogue. 

Built for table mounting, the 
mixer is in a hardwood cabinet 
with gray crackle finish. Dimen- 
sions are 13” high, 1642” deep, 
and 4014” wide. Performance is 
unimpaired at temperatures of 
more than 125°F. Impedence is 
600 ohms. Output signal-to-noise 
ratio is approximately 64 db and 
distortion is approximately 0.5%. 

For more information write Leo 
Call, sales supervisor, Westrex 
Corp., Recording Equipment 
Dept., 6601 Romaine st., Holly- 
wood, Calif. 


* * * 


Victor’s Mixer Magnesound 
Features New Safety Device 
vy A new model of the Mixer 
Magnesound, magnetic recording 
and playback attachment for Vic- 
tor 16mm Sound Projectors, is now 
avaliable through Victor audio- 
visual dealers. 

The Mixer Magnesound permits 
recording and playback on any 
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New AUDIO-VISUAL Equipment 


Recent Product Developments for Production and Projection 


16mm _ magnetically striped film 
with a Victor projector. Its major 
uses include producing low-budget 
sound films, converting existing 
silent films to sound motion pic- 
tures, and adding a magnetic sound 
track to optical sound film. 

It features separate inputs and 
volume controls for microphone 
and phonograph so that voice and 
musical background may be re- 
corded simultaneously. Volume 
level indicator (electric eye) and 
monitoring headphones help assure 
professional quality recording. 

Unlike previous models, the new 
Magnesound incorporates a safety 
device to prevent accidental era- 
sure of a recording since neither 
erasure nor recording can take 
place unless the monitoring head- 
phones are plugged in. 

The Magnesound is _ supplied 
with magnetic amplifier, sound 
head (which replaces the regular 
projector sound drum for record 
and playback), headphones, and 
necessary connecting cables. 

For information and prices, 
write Victor Animatograph Corpo- 
ration, Plainville, Connecticut. 
Mention BUSINESS SCREEN. Ly 

* * 


Camart's 
Tightwind 
Adapter 
Fits All 
Standard 
16, 35mm 
Rewinds 


Camera Mart Notes Features 
of New Tightwind Adapter 
vy The new Camart Tightwind 
Adapter will wind your film 
smoothly and evenly without cinch- 
ing or abrasions. It was designed 
to fit any 16mm or 35mm standard 
rewind, and operates on a Ball- 
Bearing roller. Price is $34.95. 
For further information contact 
Camera Mart, 1845 Broadway, 
New York, N.Y. Mention Busi- 
NESS SCREEN. 
* * * 
New Plastic Video Tape Reels 
from Hollywood Film Co. 
vx Two new items are available in 
Hollywood Film Company’s line 
of video tape reels and handling 
equipment—6'” and 8” high im- 
pact plastic video tape reels. | 


1960 


Polacoat Announces Line 

of Rear-Projection Screens 

vx Polacoat, Inc. has a new line of 
portable daylight rear projection 
screens in all sizes, plus the extra 
wide size for side-by-side or “dual” 
presentations. For use in the TV 
studio, photo studio, exhibits, con- 
ferences, and general A-V uses in 
training or sales work, Red-I- 
Frame Lenscreen with rear projec- 


the RED~ImFRAME 
LENSCREEN 
Adjustable Height and Tilr 
Sizes 4 x Sto Pie 12 feet 


tion provides clear images even 
when faced into room i{lumination. 

The frame is easily assembled 
from sections of tubular parts to 
which the elastic screen panel is 
hooked. All parts fit into a com- 
pact box for shipping or storage. 

The rear-screen membrane is of 
Flexible Lenscreen material, a 
tough, durable vinyl-latex plastic 
permeated with special lens cells. 
The translucent sheeting is pro- 
duced by Polacoat in continuous 
rolls 10 feet wide and is available 
as bound screens, as a material 
“by the yard,” or in rolls of 25, 
50, 100, or 150 foot lengths. 

For further information and 
prices write Polacoat, Inc., Blue 
Ash, Ohio. Mention Business 
SCREEN. 

* 
Gyrosphere Tripod at $.0.S. 
vv A new tripod that enables cam- 
eras to be leveled quickly and 
easily has recently been announced 
by S.0.S. Cinema Supply Corpora- 
tion. 

Called the GyroSphere, the tri- 
pod’s top plate can be horizontally 
adjusted no matter how tilted the 
iripod or uneven the ground by a 
single bull’s eye spirit level. 

Both friction and fluid heads can 
be used with the GyroSphere. The 
ball-socket and adapter may be in- 
stalled on other tripods, such as the 
S.0.S. Junior and Professional 
Junior. 

Literature may be had by writ- 
ing S.0.S., 602 W. 52nd St., N.Y. 


Mitchell's Reflex Camera 


New Mitchell R-35 Camera 
Offers Many Advantages 

vy The R-35 professional 35mm 
lightweight reflex cine by Mitchell 
Camera Corp. is a radical new mo- 
tion picture camera offering users 
exceptional versatility. It can be 
used as either a hand-held or tri- 
pod-mounted camera. Its capaci- 
ties include theatrical or television 
productions, underwater photogra- 
phy, high speed instrumentation, 
and both animation and stop mo- 
tion filming. A blimp is available 
for use with sound. 

Since the R-35 is intended for 
field as well as studio use, the mag- 
azine is located on the underside 
of the camera and serves as an 
integral part of the camera support. 
When hand-held, the magazine 
housing fits firmly and comfortably 
against the operator’s shoulder. As 
a portable camera it can be used 
with shoulder slung battery pack. 

Dual shutters provide positive 
exposure control; the focal plane 
shutter may be controlled manu- 
ally to effect fades and dissolves. A 
new series of lenses was designed 
specifically for this camera by 
Bausch & Lomb, and the R-35 is 
fitted for all 35mm _ wide-screen 
techniques. Speeds from single 
frame to 120 frames per second; 
camera adaptable to 400’ to 1000’ 
magazines. 

Full information and prices are 
available in the Mitchell R-35 Bul- 
letin. Write: Mitchell Camera 
Corp., 666 West Harvard St., 
Glendale 4, California. a 


* * * 


Special Effects Accessory 
Enhances Overhead Projectors 
vy A new dimension is added to 
overhead projection by creating the 
effect of motion on the screen with 
the Beseler Polarizing Spinner, 
newest development in a line of 
accessories for expanding the use 
of Vu-Graph Overhead Projectors. 
The motion effect is created by 
specially treated transparencies 
used in conjunction with the Polar- 
izing Spinner while it is rotated by 
motorized action. In addition, ef- 
fects such as fade-ins, fade-outs 
(CONTINUED ON NEXT PAGE) 


= 
? 
af 
\ 
t 
33 
4 
“a A 
\ 
ite 
4 
= 
Ae it 
oe 
ate ¥ 
51 


(CONTINUED FROM PAGE 51) 
and color changes are achieved by 
moving the same device manually 
through successive positions. 

The Beseler Polarizing Spinner 
has a swivel action clamping ring 
and arm with a motor driven polar- 
izing disc to facilitate positioning. 
Speed control from 80 to 40 RPM 
is built in as a standard feature. 
A handle on the Spinner permits 
rotation of the disc through a series 
of 36 positions on a 180° arc. 

The new unit, with overall di- 
mensions of 8” x 9” x4”, is avail- 
able for use on most Beseler Vu- 
Graph Projectors through author- 
ized Beseler audio-visual dealers 
for $85.00. For additional infor- 
mation, write The Charles Beseler 
Company, 219 So. 18th St., East 
Orange, New Jersey. 

ok * ok 
Ansco Super-Speed b w Film 
Now Available in 16mm 
ve Ansco Super Hypan, the already 
popular finer grain super-speed 
black and white film, is now avail- 
able in 16mm size for motion pic- 
ture use. 

Super Hypan 16mm _ produces 
negatives of exceptionally fine 
grain with excellent definition and 
gradation. The long scale of 
Super Hypan permits superior sha- 
dow detail in either normal or 
subnormal lighting situations. 
Extra sharpness and fine grain 
make Super Hypan ideal for photo 
instrumentation, high speed stu- 
dies, newsreel photography, sports 
coverage, or other applications 
where a fast emulsion is required. 

Super Hypan also produces ex- 
cellent results in bright sunlight 
and can produce maximum depth 
of field through its high speed. It 
can be used for time lapse cine- 
matography or motion studies, and 
may be telecast directly from the 
negative by means of electronic 
reversal. 

Although the film has an ex- 
posure index of Daylight 500 and 
Tungsten 400, it may be exposed 
at indexes up to 100 Daylight 
and 800 Tungsten or higher. A 
fine grain developer such as D-76 
is recommended or the film can be 
processed by any motion picture 
laboratory doing black and white 
work. 

Super Hypan 16mm is provided 
with standard perforations along 
both edges and with single perfora- 
tions, Sound B. For special in- 
dustrial applications it is also sup- 
plied specially perforated for use 
in high speed cameras. 

For prices and further informa- 
tion, write Ansco, Binghamton, 

N. Y. Mention Business SCREEN. 


Announce Winners of Canadian Film Awards 


Producers and Film Board Share 12th Annual Dominion Honors 


| AWARDS OF MERIT 
and two Special Awards were 
presented in the 12th Annual Com- 
petition of the Canadian Film 
Awards in Toronto, June 3. 

Dr. A. W. Trueman, director 
of the Canada Council, made the 
presentations at an informal lunch- 
eon honoring the winners. The 
award-winning productions were 
chosen from a field of 115 films 
submitted by 30 entrants in 11 
categories. 

The CFA, established in 1947 
to bring attention to Canadian- 
produced films, to recognize Ca- 
nadian creative effort and to raise 


the general standards of Canadian 
film production, are sponsored by 
the Canadian Film Institute, the 
Canadian Association for Adult 
Education, and the Canadian Foun- 
dation. 

Special Awards were presented 
to Arthur Chetwynd of Chetwynd 
Films, Toronto, “for dedicated ser- 
vice in the interests of Canadian 
film-makers as an executive officer 
of the Association of Motion Pic- 
ture Producers and Laboratories of 
Canada;” and to Joseph Morin, 
Director of the Cine-Photographic 
Branch of the Province of Que- 
bec, “in recognition of more than 


NASA. 


cation job for your needs. 


St. Paul 


OUR FILMS ACCOMPLISH THEIR PURPOSE: 


‘ “THE DISABILITY DECISION” 


To secure improved reporting of 
medical evidence for Old-Age and 
Survivors Insurance disability de- 
termination. 


“ELECTRONICS — BASIC CIRCUITS” 


Animation techniques used to more ef- 
fectively train U.S. Navy personnel. 


“WALT BUILDS A FALLOUT SHELTER” 


Office of Civil and Defense Mobilization film 
for general information. Sponsor: National 
Concrete Masonry Association. 


““TIROS’’—Operation Weather Satellite 
Informational film for RCA project for 


Our staff is ready to create a motion picture to do a communi- 


REID H. RAY FILM INDUSTRIES, INC. 
Chicago 


“CHET HUNTLEY REPORTS” 
To communicate the corporate 
image of the Harnischfeger 
Corporation. 


“NEIGHBOR TO NEIGHBOR” 
To present to consumers the 
products and service of Con- 
sumers Cooperative Associa- 
tion. 


Washington 
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forty years’ distinguished service 
to Canadian film-making in the field 
of production, distribution and 
exhibition.” 

Awards of Merit went to films 
listed in each of the following cate- 
gories: 

NON-THEATRICAL 

Arts and Experimental: 
e Film: Les Bateaux de Neige. 
Producer: Studio 7, Ltd., “for rare 
sensitivity in subject treatment and 
delicate tension in the story line 
and photography.” 
Children’s Films: 
e Film: Tales of the Riverbank. 
Producer: Riverbank Productions, 
Ltd., “for an imaginative and de- 
lightful entertainment film for 
young children.” 
e Film: The Chairmaker and the 
Boys. Producer: National Film 
Board of Canada, “for artistic and 
dramatic achievement of purpose.” 
General Information: 
e Film: A /s For Architecture. 
Producer: National Film Board of 
Canada, “for outstanding anima- 
tion and excellent photography, 
music and editing.” 
Public Relations: 
e Film: /t’'s People That Count. 
Producer: Crawley Films, Ltd., 
“for excellent use of the black and 
white film medium in an honest, 
sincere and modestly related story.” 
Sales Promotion: 
e Film: Hosiery Facts and Fash- 
ions. Producer: Omega Produc- 
tions, Incorporated, “for imagina- 
tive photography, clear exposition 
of facts and excellent realization 
of purpose.” 
Training and Instructional: 
e Film: An Introduction to Jet 
Engines. Producer: National Film 
Board of Canada, “for effective 
colour and photography in a clear 
and concise explanation of the sub- 
ject.” 
e Film: Radiation. Producer: 
National Film Board of Canada, 
“for an excellent presentation of 
a difficult subject.” 
Travel and Recreation: 
e Film: Pressure Golf. Producer. 
Crawley Films, Ltd., “for reali- 
zation of purpose and suitability 
for its intended audience.” 

THEATRICAL 
e Film: Royal River. Producer: 
National Film Board of Canada, 
“for an outstanding theatrical 
short presentation, excellent in all 
aspects.” 

TELEVISION 
Television Films: 
e Film: Bad Medicine. Producer: 
Crawley Films, Ltd., “for a fine 
combination of drama, suspense, 
human interest and technical pro- 
duction.” (Cont'd on Page 54) 
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Getting a really good motion picture 
from idea to ‘in-the-can’ takes a lot 
of know-how. A good way to acquire 
know-how is spending 45 years mak- 
ing business, industry, government, 
medical and special films. That's 
what | did. And now my know-how 
can help you get better pictures 
even on tight budgets. Call or write 
today, and let’s talk about it. 


iSam Orleans, lne. 


New York: 550 Fifth Avenue, Plaza 7-3638 


“RESCUE « 
BREATHING’’ 


the FIRST and ONLY SAFETY FILM 
teaching the NEW methods of 


MOUTH-TO-MOUTH 


RESUSCITATION that... 
e has been officially approved for pur- 
chase under the Federal Contributions 
Program. 

© was officially approved and endorsed 
as a teaching bien by the New York and 
American Societies of Anesthesiologists. 
e has won THREE National 1959 film 
awards: the NATIONAL SAFETY FILM 
CONTEST, the EFLA BLUE RIBBON and 
the CHRIS AWARD. 

e was produced under the technical su- 
pervision of the foremost MEDICAL au- 
thorities on the subject. 


Running Time—21!/, Minutes 
16mm Color Sound Print 
16mm B&W Sound Print $110. 
25% Discount on 6 or More Prints 

| Now available in ENGLISH, FRENCH, SPAN- 
ISH and PORTUGUESE versions. Please spec- 
| ify language version you wish to purchase. 


Send Orders or Requests for 
Previews for Purchase to: 


AMERICAN FILM PRODUCERS 


DEPT. RB-3, 1600 BROADWAY, NEW YORK 19, N. Y. 
PL 7-5915 


TODAY’S PICTURE IN PROJECTION: 
(CONTINUED FROM PAGE TWELVE) 
calls for imaginative thinking, for some kind of 


“break-through” into “mass” marketing, mass 


merchandising. This is compatible with the 
American economic system, with its large na- 
tional companies and their thousands of dealer- 
ships. 

Finally, it is compatible with our need to 
expand into foreign markets where 8mm sound 
breaks the cost of airmailing these less expen- 
sive prints, getting around today’s cumbersome 
16mm shipping, custom-clearance procedures. 
Try it yourself, take a comparable (in screen 
minutes) reel of 8mm film, in its tiny container 
and put a reel of 16mm sound, same length, 
in the other hand. Then, you'll quickly see 
why, for certain purposes, there is a future in 
8mm sound. Just be sure to give it a little more 
time and a lot of thought. hy 


THE SPONSORED FILM IN EUROPE: 
(CONTINUED FROM PAGE TWENTY-NINE) 


numerous enterprises and companies of Euro- 
pean industry have formed special departments 
for the circulation of non-commercial films. 


Films Help Sell Europe’s Products 

“Finally, our films are as important in devel- 
oping our export business as they are in help- 
ing increase our domestic business. The export 
of industrial films into other countries is more 
and more gaining in importance. The Interna- 
tional Industrial Film Festivals, recently held 
in England, France, Italy, Belgium and the 
Federal Republic of Germany have facilitated 
the exchange of industrial films between the 
countries.” 

Dr. Moertzsch said AEG brings out from 


_ six to eight films each year. The company’s 


handsome catalog, printed in four-color proc- 
ess, now lists 27 films as being available, in 
various versions for theatrical, in-plant, non- 
theatrical and television audiences. 

AEG has its own film production unit with 
two camera crews and complete equipment for 
almost any kind of production. This unit pro- 
duces about four films each year. More elabo- 
rate productions—two or three a year—are 
made under contract by leading German film 
producers. 


HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhavled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . .$1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 


For motion pictures and slide films, call 
on the producer who best understands 
business needs. Write for our booklet, 
“How Much Should a Film Cost?” 


and 


ON 


ING. 


NEW YORK CITY, 17 

405 Lexington Ave. (YU 6-3265) 
Sarton, 2 

The Talbott Tower (BA 3-9321) 


DETROIT, 2 
15 East Bethune Ave. (TR 3-0283) 


SOUND BUSINESS FILMS SINCE 1937 


Lester 


BUSCH FILM AND EQUIPMENT CO. 
214 S. Hamilton 


THE GREATEST SALESMAN 


SINCE P. T. BARNUM 


COMPLETELY AUTOMATIC WITH 
BUILT-IN SCREEN 

@ Self Contained Speaker and Screen 

@ Portable—tEasy to Carry and Operate 

@ Always Ready to Show Anywhere 

@ Uses Standard 16mm Films 

@ Proven Effective and Dependable 

@ Used in Exhibits, Special Displays 
Point-of-Purchase, Training Sales, etc. 

@ Shows Products That Are Difficult or Impos- 
sible to Demonstrate by Other Means 


WRITE TODAY FOR 
COMPLETE INFORMATION 


SAGINAW, MICHIGAN 
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EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY e 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 965 
Liberty Avenue, Pittsburgh 22. 
Oscar H. Hirt, Inc., 41 N. 11th St., 
Philadelphia 7, WAlnut 3-0650. 


International Film Center, Audio- 
Visual Equipment Rental Serv- 
ice, 1906 Market St., Philadel- 
phia 3, LOcust 3-7949. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 
SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton St., 
N. W., JA 5-5378, Atlanta. 


e LOUISIANA e 


Stanley Projection Company, 1117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Povdras St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE, 9-3391. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 


Twyman Films, Inc., 329 Salem 
Ave., Dayton. 


M. H. Martin Company, 1118 
Lincoln Way E., Massilon. 


WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 38, HO. 4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery St., 

San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


| CANADIAN FILM AWARDS: 


(CONTINUED FROM PAGE 52) 


| e Film: Man of Kintail. Producer 
| Chetwynd Films, Ltd., “for an 
| example of film for television mak- 
ing the greatest use of its talents.” 
Television Commercials: 
| e Film: Duet. Producer: Robert 
Lawrence Productions (Canada) 
| Ltd., “for excellent use of the film 
medium in an effective television 


commercial.” 
* * 


| Proposed Second Network for 

New Canadian TV Stations 

vy The formation of a second 

Canadian television network 

among new stations licensed this 

year is shaping up in preliminary 
plans revealed in Toronto by 

Spence Caldwell, president of S. 

W. Caldwell Ltd. 

The Board of Broadcast Gover- 
nors has discussed in general terms 
the outline of the network proposal 
and has announced that hearings 

on the establishment of the second 
network will be held in September. 

Caldwell said that the network 
would operate “in a fashion similar 
to the development of the CBC's 

_ network, by servicing the non- 
connected centers by videotape, 
film or kinescope.” 

“In addition,” said Caldwell, 
“this network would be different 
from the standard pattern, because 
we do not intend it to become a 
primary producing organization, 
but rather to farm out production 

| to the various affiliated stations and 
| thereby spread the benefits of na- 
tional program origination as 
widely as possible.” 
* 
Keitz & Herndon, Dallas, Now 
Incorporated; Officers Named 
yr A ten-year-old Dallas motion 
| picture partnership has incorpor- 
ated and announced its new offi- 
cers. 

Keitz & Herndon, Inc., produc- 
| ers of TV commercials and busi- 
| ness films, has elected Lawrence F. 
_ Herndon, president; R. K. Keitz, 

executive vice president, and 
| Thomas R. Young, vice president. 
Organized in 1950 as Keitz & 
| Herndon, the firm now occupies 
| its own $100,000 studio and office 
| building at 3601 Oak Grove, Dal- 
| 


las. A pioneer in the production of 
| animated and color TV commer- 
cials, Keitz & Herndon, Inc., pro- 
duces film for major advertising 
| agencies and clients throughout the 
country. The new corporation also 
_ announced the appointment of Hal 
| Copeland Co., Dallas, as national 
public relations counsel. 
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A\GHT BUDGET 2 


CAMERA LENSES 


Now! If you are working on a 
tight budget, but want to make 
a tremendous showing at a small 
outlay ... your T.V. station can 
RENT the World's finest Lenses 
from B & J. Extensive selection! 
Off-the-Shelf Delivery! Pioneers 
in T.V. Optics—since 1936! 


TY and CINE’ OPTICS 
UNLIMITED 


. . « Choice of Focal-lengths, Aper- 
tures, and Speeds direct from B & J 
STOCK, or Special Custom Fittings 
from B & J's Modern Lens Lab. B & 
J is prepared to meet the most ex 
acting needs of your TV Stations 
NOW! 

Widest selection of Cine Lenses — 
16mm (Pathe, Filmo, Bolex, etc.) and 
35mm _ (Eyemo-Mitchell) — Normal 
Wide-Angle, Te'ephoto, Zoom! 

Write for Special 8 
page Optics and Ac- 
cessories Listing. 


FREE — 132 pa. cata 


og of Phot Equip 
ment, Lenses and 
Accessories, for the 


Professional! 


BURKE & JAME 
321 S.Wabash Chicago 4. 


push... 
snap ..- 
bind... 


FAST-ACTION 
BINDING KIT 


Two-hole 
kit (shown) 


$13.90 


_ For binding scrapbooks, photo albums, 
records and papers of all types. So handy, 


so easy, so versatile . . . for home or of- 
fice. Just insert pages and punch, then 
pick a colorful binding tube from the 
spin dial base, snap into place. In seconds 
you have a neat, orderly looking, colorful 
volume. 


Other models available: 
3-hole kit—$17.90; 4-hole kit—$29.95 
Write for free booklet. Dept. BS 
TAUBER PLASTICS, INC. 
200 Hudson St., N.Y.C., WO 6-3880 


SLIDEFILMS SELL MUTUAL FUNDS: 


(CONTINUED FROM PAGE THIRTY-TWO) 


some of the films and we feel it can eventually 
become a growth symbol for the industry. 

Another feature of the films is the method 
of distribution—unique for the investment in- 
dustry. Demonstration sets of the films and 
both 33 1/3 and 45 rpm records have been 
placed in the hands of selected audio-visual 
dealers throughout the country. 

When Kalb, Voorhis receives a request for 
a showing, the local dealer is alerted and is 
able to give the mutual fund dealer a “preview” 
of the presentation before purchase, thereby 
creating an entirely new and broad market for 
audio-visual sales. 

Slidefilms “Can Be Powerful Sales Tool” 

With mutual funds the most “saleable” type 
of investment in the industry, the use of sound 
slidefilms has been long overdue and, if used 
intelligently and correctly, can be a powerful 
sales tool in a multi-billion dollar business. 

Our “See and Hear” film presentations rep- 
resent a dynamic opportunity for the mutual 
fund industry to speed its selling effort and, 
at the same time, clarify the advantages of 
mutual fund investing at the point of purchase 

. in the home or office. 

From the interest already shown by the in- 
dustry, we are confident this powerful new 
audio-visual step will be one of the most suc- 
cessful services Kalb, Voorhis has yet offered 
its clients. i 


PAN-AMERICAN DISSECTS A SALE: 
(CONTINUED FROM PAGE THIRTY-THREE) 

. and left largely to draw the inescapable 
conclusions for themselves. 

The result . . . Anatomy is a presentation 
which should give salesmen and managers new 
insight into their own problems . . . each others’ 
problems . . . and the problems of building a 
partnership that meets the particular needs of 
both. 

With the film as a basic tool, the five specially 
prepared sequences provide case-study material 
for discussion of practical, day-to-day sales 
and management operations. Taken together, 


motion picture . . . special sequences . . . and 
course outlines combine to give both an over- 
view and detailed guidance for growth. a 


Send for copy of our new 


TYPE CHART 


showing faces available 
for hot-stamping slide- 
film, motion picture and 
television titles. 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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COmMPCO 


profesional quality reels and cans | 
are 


“ the customers 


of... 


AWwirpin G 
Communications 
For Business 


Only Compco offers “a new dimension in - 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’'s su- - 
periority is attributed to a new, major 
advance in film reel construction—result- 
ing in truly professional reels that run 
truer, smoother, providing lifetime protec- 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in al! 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to: 


COMPCO corporation 


7, 
1000 Speuiging Cheese $7, 


SALESMEN GET IN 
STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

® Film Safety Trips 

* Easiest to Use 

*® Lowest in Cost 

® Lightest in Weight 

50,000 Users 
Can't Be Wrong 

Lifetime Guarantee 

Your Salesmen’s Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 


screen projec- 
tion too. 


Complete with 
screen.... $349.50 


Write for Free Catalog 


THE HARWALD co. | 


1245 Chicago Ave., Evanston, Ill. 
Phone: Davis 8-7070 


Davis 87070 
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For |6mm. Film — 400° to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 
Only 


| 


Fiberbilt — 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 


Use FilMagic All Ways! 


—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders 


—FilMagic Pylon Kits for 16mm SOF PRO- 
JECTORS. 


—Get Best Results With FilMagic Silicones! 


MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


BOUND VOLUMES 
OF BUSINESS SCREEN 

ve A bound volume containing 
all eight issues of Volume 20, 
1959 of this magazine is now 
available at $7.50. Sent post- 
paid if check accompanies 
order. Address on Page 2 


WASHINGTON FILM COMMENTARY: | 


(CONTINUED FROM PAGE 25) 


Bernstein of IBM, and Leon 
Harmon of Bell Laboratories, 
describes approaches and experi- 
ments in machine “intelligence.” 
The Mathematician and the River 
has been filmed to show how ab- 
stract mathematics can be used 
for the practical world of nature, 
e.g. flood control on the Mississippi 
River. New Lives For Old, with 
Dr. Margaret Mead, is the story 
of the striking change experienced 
in a 25 year period by the Manus 
people of the Admiralty Islands. 

There are currently close to 27 
large sponsoring corporations par- 
ticipating in the science film pro- 
gram. They include the Aluminum 
Co. of America, Champion Paper 
and Fibre Co., Detroit Edison Co., 
Kennecott Copper Corp., Ingersoll- 
Rand Company and many others. 


Koppers’ “ Mission: Sonic Boom” 
Shown to Offical Washington 


vy Mission: Sonic Boom, a public 
service film sponsored by the Kop- 
pers Co., Inc. of Baltimore, Md., 
in cooperation with the US Air 
Force and the US Navy, was pub- 
licly shown for the first time in 
the Presidential Room the 
Statler Hotel last month. 

Amidst impressive exhibits of 
the tremendous and diverse indus- 
tries served by the Koppers Co. 
products and services, over 200 
military and civilian officials view- 
ed the film and participated in a 
panel discussion of the big boom— 
which has been dubbed, “the 
sound of security.” 

The color film, produced by the 


Chicago studios of Wilding, Inc., 
under the direction of Hal Witt, 
and scripted by Oeceveste Gran- 
ducci, will be used extensively in 
the military community relations 
programs. 
* * 
Bendix Radio’s Radar Picture 
Wins Sales; Worldwide Audience 


vy The Radio Division of Bendix 
Aviation Co. has sponsored a most 
successful and timely film on Dop- 
pler Radar Navigation. 

Produced by Milner-Fenwick, 
Inc. of Baltimore, A New Age In 
Navigation, which was designed for 
aircraft management and _ chief 


Cockpit mockup for Bendix 


pilots, aroused sufficient interest 
for one of the largest aircraft com- 
panies in America to equip all of 
its new super jets with the Doppler 
units. 

The film, which is unusually 
lucid and amusing for such an in- 
tricate subject, has been shown all 
over the world, and on the Johns 
Hopkins File 7 TV program. Upon 
completion of production, Bendix 
exhibited the mockup model. 


At Koppers’ preview (/ to r): Brig. Gen. E. B. LeBailly, Deputy Director, 
Information, USAF; Chester Spurgeon, Asst. to Pres. National Noise 
Abatement Council; and Fred C. Foy, President of Koppers Company, Inc. 
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VISUALIZING OUR WORLD: 


(CONTINUED FROM PAGE 37) 


ject content of complete courses 
in the spoken language of the na- 
tions concerned. 

In the summer of 1959 ICF 
produced five half-hour motion 
pictures for the U.S. Department 
of Health, Education and Welfare, 
to document the activities at four 
of the Modern Language Institutes 
set up by the Office of Education 
at the University of Colorado in 
Boulder, the University of Texas 
in Austin, Louisiana State Univer- 
sity at Baton Rouge, and the Uni- 
versity of Michigan at Ann Arbor. 


Modern Language Teaching 


In a tight eight-week schedule, 
ICF crews covered the curriculum 
at each school, shooting and re- 
cording the class work in language 
laboratory instruction, drill tech- 
niques, and demonstration classes. 
They also included the unique fea- 
tures of each school—the residen- 
tial “language houses” where 
teacher-students lived while attend- 
ing the institutes, the new equip- 
ment employed in different classes, 
and other phases of the program 
which would be of interest in uni- 
versities planning to establish lan- 
guage institutes in the future. One 
motion picture was made for tele- 
vision release by combining the 
most interesting features of each 
film. 

A complete catalog on Turkey, 
the first international project of 
the Foundation, can be had by 
writing International Communica- 
tions Foundation, 9033 Wilshire 


(CONTINUED FROM PAGE 38) 


ple viewed the finished film, they 
were enthusiastic over having ac- 
complished their goal. 

“Despite our elation, we hardly 
realized at the time the impact of 
the response to the Rich Plan film. 
The new understanding of our in- 
dustry which the film is giving to 
those who view it, as well as the 
many, many sales which have re- 
sulted directly from showings, is 
overshadowed only by its effec- 
tiveness as a recruiting tool. Many 
high caliber sales people have been 
attracted to our organization 
through the use of this film,” said 
Drury. 

Well-pleased with the double re- 
sults of A Better Way of Living, 
Rich Plan has already begun work 
with Keitz & Herndon on another 
film project. yy 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST. 
~NEW YORK 19, N.Y. JUDSON 6-0360 


¥ developing color negatives © additive color printing * reduction printing including A & B ¢ color 
slide film processing ® blowups ® internegatives © Kodachrome scene-to-scene color balanced 
printing ¢ Ektachrome developing and printing © registration printing ¢ plus complete black and 
white facilities including cutting rooms, storage rooms and the finest screening facilities in the east. 
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Our first aim is to make films that 
get results. Because they are made 
so well, they win awards. So far this 
year, for instance...eight... 


Information delivered . . . Instructions under- 


stood . . . Attitudes changed . . . and other 
measures of values . . . all stern tests applied 
to all Jam Handy productions. * But critical 
acclaim by film award juries is also welcome 
evidence of acceptability and competitive 
excellence. * On behalf of our sponsors and the 
many staff people involved, we express deep 
gratitude to the National Visual Presentation 
Association; The Columbus Film Festival; The 
Scholastic Teacher Magazine, The Seattle Film 
Festival and Film Media Magazine for highest 
honors which all these groups have bestowed on 
eight of our motion pictures and slidefilms with- 


in the first months of 1960. 


We invite you to preview any of these winners. J AM H ANDY 


yy Dramatizations Visualizations Presentations Motion Pictures yy Slidefilms Training Assistance 
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